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PRING IS the season 

S for cleaning and 

painting. Many of 

us make such a hur- 

ried job of this that 

Our stores, ware- 

houses and offices never really 

look as fresh and inviting as they 

should. If we didn’t know before, 

the chain stores have taught us 

that cleanliness is a business 

asset. Let’s get to work, there- 

fore, with the resolution to obtain 

that extra business which goes 

where brushes, brooms, soap, 

water and paint have made at- 

tractive stores. Let’s do a good 

job of spring cleaning and paint- 
ing this year. 
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DRY SKIM 


USE AT LEAST 
10% in Chick Starter 
7:% in Growing Mash 


10% in Mashtor High Quality Eggs 
10% in Mash for Hatching Eggs 
10% in Poultry Fattening Mash 

40% in Coccidiosis Control Mash 


vitamins are important in all nutrition. Without A and D the 
animal dies. Deprive it of vitamin G and growth is stunted. G, 


as the antipellagric factor in human food, is not to be confused with 


‘eee is often inclined to be top heavy with vitamins! Yet 


its importance as a growth factor in animal feeding. 


Choose your source of vitamin G wisely. Most feed ingredients contain 
some but few contain enough. Dry skim milk is the standard feed 
ingredient with which other sources of G are compared. Of this essen- 
tial it provides an abundance—and more! Remember, it is your most 


valuable protein ingredient—ranks highest of all protein sources avail- 


able for feed. 


Not alone, then, does this leading milk product supply important G 
and other vitamins in natural concentration but the natural, complete, 
high quality milk proteins, the natural concentration of milk sugars, the 
unchanged milk minerals and the natural sweetness of the pure fresh 


skimmed milk from which it is made. 


It is the association of ALL these natural qualities in one 
convenient, economical, and dependable ingredient that 
makes high grade dry skim milk first choice in your feed 


| formulas. Let us help you on any problems along this 
line. 


Consult A.D. M. 
Feed Service Depart- 
ment for special uses 
of all kinds » 


25% in Calf Meal 


You Must Use M 


Get MILK RE 


AMERICAN DRY MILK INSTITUTE, Inc. 
Dept. 54—221 N. LA SALLE STREET—CHICAGO, ILL. 


| 
: 5% in Egg Mash 
10% in Pig Meal 
ILK to 
| _SULTS 


Do You Sell 


MEDAL 


**Farm-tested’’ 


Chick Ration? 


HE baby chick season is here and thousands 

of poultrymen are demanding Gold Medal 

Chick Ration because they’re convinced it’s 
the best bet for them. And they are right. Be- 
cause Gold Medal Chick Ration is made of clean, 
wholesome ingredients — uniform in quality — 
and “Farm-tested’’—built to pay the feeder the 
greatest possible profit over feed cost. 


Do you sell Gold Medal Chick Ration? If not, we invite 
you to investigate this highly desirable franchise now. 
Don’t wait another day. Write for complete details and 
hear the complete Gold Medal Story. 


**Farm-tested’’ w hy not now? 


WASHBURN CROSBY COMPANY | 


of 
GENERAL MILLS, INC. 


MINNEAPOLIS, MINN. KANSAS CITY, MO. 
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THERE’S PROFITABLE 
REPEAT BUSINESS IN 


POULTRY 
LITTER 


Ihe uniform high quality ... extra absorb- 

ency ...and longer life of O. K. poultry 
litter assure satisfied customers and profit- 
able repeat business. That’s why O. K. is used 
and recommended by leading poultrymen 
everywhere. That’s why O. K. has been Amer- 
ica’s fastest selling Peat Litter for more 


than 24 years. Get in on this profitable !™*P°¢te4 

business NOW. Write today for prices — 

and full details. |¢/ 

Approved 


THE O. K. COMPANY 


ATKINS & DURBROW, INC., PROPRIETORS 
B-165 John Street New York City 


Months Are The 
Extra Profit Months! 


@ statistics show a large increase in 
sales by dealers of all kinds of com- 
mercial poultry feeds. 


@ our A-C line of scientifically correct 
poultry feeds will help you cash in 
on this business. 


@ The special mixed car service that 
we provide will keep your warehouse 
stocked with the wide variety of 
merchandise that this season requires 

. at low investment cost. 


The A-C line isa 
QUALITY line. 


Write, wire or phone... 


ISCONSIN MILLING CO. 


MENOMONIE, WISCONSIN 


SPECIAL 
* Feed W heat— 


an unusually good quality of Can- 
adian feed wheat for poultry feed 
manufacturers or for live stock 
feeding. Sweet and free from must. 


* Fine Chick Size 
Cracked Wheat— 


uniform size and free from meal. 
Bulk or sacked. 


* Attractive Prices— 
for prompt, 30 or 60 day delivery. 


Ask for delivered prices to your station. 
Samples on request. 


Rosenbaum Brothers 


Board of Trade Bldg. 
CHICAGO - ILLINOIS 
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Mi Wheat Feed Vi 
O O 
Ww Cod Liver Oil Ww 


K A 


@ Bigger profits await feed dealers 
who add these two profitable items 
to their line. Let us quote you our 
low prices. 


OHAWK FEED CO. 


MILWAUKEE, WISCONSIN 
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State agricultural colleges and experiment stations 
have played an important part in the development of 
scientific feeds for live stock and poultry. Much of the 
progress of the feeding industry is due to the research 
efforts of these state institutions. 


The first state agricultural college was established in 
New York State in 1853. Michigan and Maryland took 
similar action shortly afterward. Scientific instruction 
in agriculture was placed upon a permanent, nation- 
wide basis in 1862 when Congress passed the Morrill 
Act which provided for the donation to the states of 
public lands to be used for the establishment of schools 
of agriculture. 


The next great forward step in state development of 
agricultural science was taken in 1887 when Congress 
passed the Hatch Act providing federal financial assist- 
ance for each state in creating and developing agri- 
cultural experiment stations. This Act made possible a 
great expansion of state facilities for agricultural re- 
search and instruction. 


Allied Mills has always worked in close cooperation 
with the various state colleges and experiment stations. 
The company’s staff of nutritional scientists—made up 
of former professors in state agricultural colleges—is 
in constant touch with every new development and is 
continuously at work in the effort to add to the general 
store of feeding knowledge. Thus the accumulation of 
sound scientific feeding information is represented in 


every bag of This is the fourth 


of a series of ad- 


vertisements por- 
traying the de- 
velopment of the 
feeding science. 


ALLIED MILLS, INC. Chicago, Ill. 


Manufacturers of Mixed Feeds and Processors of Soy Beans 


Mills: Peoria, Ill.; Fort Wayne, Ind.; East St. Louis, Ill.; Taylorville, Ill; Omaha, 
Neb.; Buffao, N. Y.; Portsmouth, Va. 
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MILWAUKEE, WISCONSIN 


DAVID K. STEENBERGH, Managing Editor 


Volume Eleven 


April, 1935 


Number Four 


Poultry Feed Business MorePromising 
But Sales Effort Still Needed 


Try These Ideas to Bag Additional Orders 


HE cackle of the hens in thou- 
| sands of poultry yards is more 
optimistic. It is sweet music to 
the ears of the farmer because 
egg prices are higher this year 
than they have been for a long time 
and there are visions of real profits on 
the horizon. ; 
The feed dealer, too, finds the chicken 
concert harmonizing with the ringing 
of his cash register, and if he will make 
a serious effort to take advantage of 
the increased opportunities this spring 
and summer, he should be able to make 
Uncle Sam feel well pleased with an 
income tax check next year. 
Combat Cheap Feeds 
Despite the better outlook for the 
poultry business, however, many farm- 
ers will still cling to the practice of 
feeding as cheaply as possible—a policy 
which they have been compelled to 
adopt through the recent lean years. 
First and foremost, it will be the duty 
of every feed dealer to point out the 
fallacy of this idea, and prove to his 
customers that it pays to spend a little 
more for the right kind of a feed when 
the final trial balance is computed. 
This can be accomplished by resort- 
ing to a little simple arithmetic. Time 
and again it has been demonstrated that 
the money received for additional eggs 
obtained by feeding a good ration will 
be far in excess of the additional cost 
of the feed. The feed dealer knows 
the cost of his feed and what it can 
do, granted that the flock is in good 
health and housing conditions are favor- 
able. He knows the current price of 
eggs and with a pencil and a piece of 
paper can show the farmer that it will 
pay him to switch from cheap feeds 
to a reliable ration. 
Selling Plans Necessary 
Although the going may be a little 
easier this season, a well-planned sales 
campaign should be inaugurated and 
followed. There are many tried and 
tested ideas used by dealers in all sec- 
tions of the country which have enabled 
them to stimulate the sale of poultry 
feed even with conditions against them. 
These should be doubly effective now. 
In Ohio a dealer gained permission 
from hatcheries in his community to set 
up a display of his poultry feed where 
it was sure to be observed by incoming 
baby chick buyers. Advertising litera- 
ture was placed where the customers 


could easily help themselves. The 
dealer also arranged to give the hatch- 
ery owner a commission on all feed 
orders which he booked for him. Many 
new customers were won as a result 
of this idea. 

Guess Their Weight 

A New York state feed dealer placed 
50 baby chicks in a brooder in his dis- 
play window and offered a cash prize 
of $10.00 to the person who guessed 
nearest to the amount the flock would 
weigh at the end of eight weeks. Spe- 
cial letters were sent to the store’s mail- 
ing list and two large display ads were 
published in the local newspaper. En- 
tries were limited to one guess to a 
family and only actual poultry raisers 
were allowed to participate. The dealer 
required those guessing to fill out cards 
with their names and addresses and to 
signify whether or not they were rais- 
ing baby chicks. This furnished him 
with a splendid follow-up list. 

With every ton of mash purchased 
from him a Michigan dealer offers a 
wire basket which can be conveniently 
used for gathering eggs. When ordered 
in large lots, the baskets are inexpen- 
sive and prove to be good trade pullers. 

Breakfast on Me 

Last spring a feed dealer in a pros- 
perous poultry and dairy area conceived 
the idea of offering a free breakfast to 
farmers who delivered milk at an early 
hour to a creamery near his plant. The 
money spent for pork sausages, pan- 
cakes and coffee proved to be a good 
investment in comparison to the in- 
creased amount of business which re- 
sulted. The breakfast was served im 
the display room where a special exhibit 
of the dealer’s poultry mashes was ar- 
ranged, and a speaker talked on profit- 
able poultry raising while the farmers 
munched their griddle cakes and pork 
sausages and sipped their coffee. 

Every time the price of eggs makes 
an unusual advance a Michigan feed 
dealer calls the increase to the atten- 
tion of his customers with an advertise- 
ment in the local paper. He ties up the 
event with forceful copy on his poul- 
try mashes, pointing out that in order 
to take full advantage of the price rise, 
farmers must feed their hens properly 
to made them produce. The dealer’s 
brand of feed, of course, is emphasized 
as the most profitable to use. 

An eastern feed merchant placed ten 
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hens in a specially constructed wire 
netting cage in his store and then an- 
nounced that he would award a half ton 
of poultry mash to anyone who could 
guess how many eggs the hens would 
lay in one month. In choosing the 
birds he was especially careful to select 
good stock that would produce well. 
The contest attracted many entries and 
the dealer emphasized the fact that the 
hens were being fed his laying mash. 
An attractive display flanked each side 
of the hen cage. 
Holds Egg Meeting 

Determined to assist his farm cus- 
tomers in obtaining top prices for their 
eggs a Minnesota dealer engaged an 
expert from a produce buying company 
to demonstrate the proper way to candle 
and grade the eggs and to explain which 
types had the highest market value. 
The idea attracted a large crowd of 
interested poultrymen and the dealer 
took advantage of the opportunity to 
feature a display of his mashes. As a 
supplement to the meeting the dealer 
obtained a large number of candling 
devices with his firm name printed on 
them which he furnished to the farmers 
at cost. 


Most farmers are interested in what 
their neighbors are doing. In view of 
this fact a Pennsylvania dealer makes 
a practice of posting a chart in a con- 
spicuous place in his store which re- 
veals the number of baby chicks each 
customer is feeding. After reading the 
chart and observing what their neigh- 
bors are doing, prospective patrons are 
often encouraged to buy chicks them- 
selves and to feed the dealer’s brand 
of mash. 

‘Go Signal’ Flashes 

Striking up an acquaintance with high 
school agricultural teachers in his ter- 
ritory, resulted in a California dealer 
obtaining a list of farm boys and girls 
who selected the raising of a poultry 
flock for project work. He sent a direct 
niail letter to these boys and girls, in- 
forming them that he was in a posi- 
tion to help them raise prize flocks by 
furnishing the proper feeds. The re- 
sponse was gratifying and many of the 
youths were instrumental in getting 
their fathers and mothers to use the 
same kind of feed for the regular farm 
flock. 

The “go signal” flashes on in the 
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poultry feed business and there is a 
straight road to greater sales ahead. 
How far each feed dealer progresses will 
depend on the efforts he puts forth to 
take advantages of the opportunities 
along the way. 


JOHN W. CLABAUGH, manager of 
the feed and grain department operated 
by C. A. Clabaugh & Sons, Bedford, 
Pa., died March 11 as a result of in- 
juries received while working in the 
plant. 


WORTHMOR MILLS, Sioux City, 
la., have reopened after a shut down 
of several months. The plant is now 
being operated as the Farmers Milling 
Co., with J. Howard Schulte as man- 
ager. 


Advertisement No. 1 


Pots 


“Why It Pavs To Be 


INDIANA 


Coatesville Elevator & Feed Co., 
Coatesville, has installed a new feed 
mixer. 

George Faskuhl and M. Zimmerman 
have opened the G. & M. Feed & Seed 
Co., Muncie. 

William Sisson has opened a feed 
store at Lowell. 

George W. Eads, owner of a feed 
store at Bloomington for many years, 
died at his home, March 7. 

G. W. Tucker has opened a feed mill 
at Gentryville. 

Kiefer Feed & Supply Co., Elwood, 
has expanded its plant to include a new 
display room. 

Carman Supply Co., Lynn, is enlarg- 
ing its feed plant to include additional 
warehouse space. 


a Dr. Salsbury Dealer’. 


4 


The SOLID FOUNDATION 


RESEARCH . 
Ot dalsburys 
POULTRY HEALTH | 


FOR YOUR SUCCESS as a... 


SERVICE STATION 


A Salsbury Dealership rests on the solid foundation 


of Dr. SALSBURY RESEARCH. 


In our Research 


Department, an unending and exhaustive scientific 
study of poultry diseases and parasites is carried on 
by Dr. Salsbury research men. Their searching in- 


vestigations reveal the causes of disease, the scien- 


tifically correct medicines, and the most effective 


14 partial view of 

the experimental 
room, where Dr. Sals- 
bury’s 
are thoroughly tested 
on live birds. 


Part of the diagno- 
sis room, where post 
mortems are made. 


A section of the 

laboratory of the 
Research Depart- 
ment. 


are looking for. 
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methods of treatment. 
preparations and valuable poultry health informa- 
tion are the result of this work. 
bury dealer, you are thereby assured of satisfac- 
tory results, satisfied customers and, consequently, 
a constantly growing repeat business. 


DR. SALSBURY’S Laboratories, Charles City, Ia. 


Dependable Dr. Salsbury 


As a Dr. Sals- 


This is undoubtedly the kind of dealership you 
You are invited to write us about 
our dealer proposition. 
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Ohio Dealers to Meet 
On June 12 and 13 


Douglas Malloch, one of America’s 
leading humorists and commentator on 
current topics, will be the feature 
speaker at the annual convention of the 
Chio Grain, Mill & Feed Dealers as- 
sociation which is to be held at the 
Deshler-Wallick hotel, Columbus, June 
12 and 13. 

W. W. Cummings, secretary, who is 
directing arrangements for the two-day 
meeting, requests members to send sug- 
gestions on the subjects of most interest 
to them and announces that he will try 
to incorporate them in the program. 

Mr. Cummings predicts a record at- 
tendance and invites all grain, mill and 
feed men to attend. The convention 
will be the 56th to be held by the asso- 
ciation. 


WISCONSIN 

F. W. Ellison held a grand opening 
of his feed store at Sharon on March 
9 and was host to a large crowd of 
customers. 

J. W. Jung Seed Co., Randolph, has 
purchased a 220 acre farm which will 
be utilized for seed growing. 

Mayr Seed & Feed store has opened 
for business at Sheboygan. Fred Mayr 
is the proprietor. 

V. H. Dani, Sugar Bush, sustained 
a loss of $300 recently when fire re- 
rulting from the explosion of a gaso- 
line engine, damaged his feed plant. 

Gilbert Stellmacher, Stellmacher Lum- 
ber Co., Iron Ridge, is the proud father 
of a baby boy born recently. 

Plymouth Feed Concentrates Co., a 
Delaware corporation, recently filed 
papers with the secretary of state, Madi- 
son, to do business in Wisconsin. C. 
E. Blake, Madison, is the company’s 
Wisconsin representative. 


ILLINOIS 

Hoover feed store has opened for 
business at Assumption. 

Miracle Mills, Inc., has been orga- 
nized at Mt. Carmel by M. M. Wilson, 
N. L. Storey and Lewis A. Storey. 

G. C. Buckingham, Ramsey, has pur- 
chased a garage building which he plans 
on remodelling into a feed store. 

George T. Knowles, feed dealer at 
Mt. Sterling, passed away March 6 at 
the age of 61. 

Robert J. Basler has purchased the 
Cobden Flour & Feed Co., Cobden, 
formerly operated by Frank Weid- 
locher. 

Willenborg’s Farmers & Feeders 
store has opened for business at Paw- 
nee. 

Lester Hawley has opened a feed 
store in the Fardy Hardware building, 
Harvard. 

H. A. Paff who has been engaged in 
the poultry business at Downers Grove 
for the past 12 years, has opened the 
Du-Page Mills & Hatchery, Inc., at 
Lemont. 

Federal grain elevator, Mendota, has 
opened a new feed warehouse and sales- 
room. 

Smith’s feed store has opened for 
business at Hopedale. 

Boswell Corn Belt Feed Co., Bos- 
well, is now handling a line of farm 
implements in connection with its feed 
business. 


— — — 


Central 


Will Convene 


Dealers 


At Milwaukee On 
June 3 and 4 


HE tenth annual convention of 
the Central Retail Feed associa- 
tion will be held at the Schroe- 
der hotel, Milwaukee, 
and Tuesday, June 3 and 4. 

Although arrangements are only in 
their early stages, the program promises 
to be one of the most practical and 
interesting ever presented. Care is 
being exercised to adapt the convention 
topics to the needs of the times, thus 
enabling dealers to solve immediate 
problems created by present conditions. 

Agricultural subjects, because of their 
close relationship to the feed business, 
are to occupy a good portion of the 
program. Negotiations are now under 
way to obtain a speaker who will dis- 
cuss drought relief. This subject will 
be particularly interesting to many who 
attend the convention this year because 
funds available to the individual farm- 
ers have been increased, giving estab- 
lished dealers an opportunity to handle 
relief feeds on a larger scale. 

Future of Agriculture 

Attempts are also being made to ob- 
tain a speaker on agricultural chemis- 
try and the future of farming. The Cen- 
tral Retail Feed association contends 
that the prosperity of the farmer and 
the dealer who serves him depends 
largely upon the utilization of farm 
products for purposes other than food. 
Science has discovered means of making 
alcohol, paper, rubber, etc., from pro- 
ducts raised on the farm. Dealers 
should be anxious to learn to what ex- 
tent this development may be carried 
and how they can help their customers 
add to their present income. 

W. B. Griem, director feed and fer- 
tilizer division of the Wisconsin depart- 
ment of agriculture, Madison, Wis., will 
give an interesting and practical ad- 
dress. Mr. Griem, who has attended 
the Central convention religiously dur- 
ing past years and who has spoken on 
several occasions, will come to Milwau- 
kee this year in a new role. He was 
elected president of the Association of 
American Feed Control Officials at the 
organization’s last annual meeting and 
is expected to give interesting sidelights 
about feed laws and inspection work. 


Talk on Poultry Diseases 


In view of the growing importance of 
servicing poultry flocks in addition to 
selling feed, the program committee has 
decided to include a speaker who is an 
expert in this field. He is expected to 
place particular emphasis on the preven- 
tion and control of poultry diseases 
which annually exact a toll of millions 
of dollars from farmers throughout the 
country. 

Merchandising will also be given an 
important place on the program. Those 
who attend the convention may expect 
to take home several good selling ideas 


Monday 


that will repay them well for the time 
and expense of coming to the meeting. 

What feed dealers may expect in le- 
gislation which affects them and their 
customers will also be clearly explained 
by a high-ranking state official. The 
NRA has created many new laws, and 
whether or not it will bé modified or 
discarded at the expiration of its initial 
period in June is information well worth 
knowing. 

One speaker will explain how feed 
dealers can work together to improve 
their individual businesses and the gen- 
eral welfare of the industry. He will 
present real facts and not mere gen- 
eralities about the value of cooperation. 

Annual Banquet, June 3 

The annual banquet will be held on 
Monday evening, June 3. As usual the 
Milwaukee Grain & Stock exchange is 
expected to direct the entertainment 
features which have always been a real 
source of pleasure to the visiting deal- 
ers. 

Last year Minneapolis and Minnesota 
mills and wholesale feed firms cooper- 
ated in furnishing a gift car of feed for 
the convention which was awarded to 
K. F. Mueller, New Glarus Feed & 
Fuel Co., New Glarus, Wis. It was 
felt that asking the shippers to supply 
a car each year would be too much of 
an imposition, and this feature of the 
convention will, therefore, be omitted. 
Dealers, however, will have an oppor- 
tunity to return to their homes with 
$100 in cash which is to be distributed 
in attendance prizes. Ten awards of 
$5.00 each will be given away at con- 
vention sessions on Morday, June 3. 
Five $10.00 bills will be paid out at 
the Tuesday morning session, June 4. 
Any person registered at the conven- 
tion will be eligible to win if present 
at the time of the drawing. 

Plans for the convention were dis- 
cussed at a meeting of the executive 
committee of the association which was 
held at the offices of The Feed Bag, 
March 18. Roland Reinders, Reinders 
Bros., Elm Grove, Wis., president of 
the association, was in charge. 

Honor Roll Discussed 

Following the making of arrange- 
ments for the convention, the “Honor 
Roll’ plan which the organization has 
Eut into operation was discussed. Mr. 
Reinders reported that the third release 
of the Honor Roll on March 12 included 
101 wholesalers who pledged not to sell 
direct to consumers at wholesale prices 
and that several additional pledges were 
on hand. He announced that the plan 
was working successfully and urged con- 
tinued cooperation of the retailers with 
wholesalers. 

“Every dealer,” he said, “should make 
sure that all of the wholesalers with 
whom he does business are on the 
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Walter B. Griem 

Mr. Griem, Madison, Wis., 

the Association of American 

Officials, will have an interesting message 
for dealers at the convention. 


resident of 
eed Control 


Honor Roll. No square shooting whole- 
saler can have any valid excuse for fail- 
ing to enroll. If any dealers are in 
doubt about a firm they should write 
to the association office at Milwaukee 
or to me at Elm Grove and they will 
receive a prompt reply.” 

Two other associations, the Asso- 
ciated Feed Dealers of America, which 
operates in Indiana, and the Northwest 
Retail Feed association in Minnesota, 
have to date adopted the honor roll idea 
inaugurated by the Central association. 
The Eastern Federation of Feed Mer- 
chants at its recent annual convention 
also took the plan under consideration. 


C. E. HOOVER, Harrisburg, Pa., 
well-known representative for the Na- 
tional Molasses Co., Philadelphia, died 
March 22 as the result of injuries re- 
ceived in an automobile accident. His 
death is deeply mourned by the com- 
pany and a host of friends. 


OHIO 

Ray Insley has opened a feed and 
seed store at Findlay. 

Poland seed store, Xenia, recently 
celebrated its 45th anniversary in busi- 
ness. 

H. M. Crites and Ray P. Reid have 
leased the C. E. Haynes flour, feed and 
grain mill from Charles E. Haynes, 
Waverly. 

William Viskar has severed his con- 
nections with the Willoughby Feed & 
Supply store, Willoughby, which is 
now being operated by James Krause 
and Harry Gaub. 

Lyndon Farmers Grain Co., Lyndon, 
has opened a feed and implement store 
at Bainbridge. 

Nicol’s feed store has opened for 
business at Marysville. 

Walter Smith, Lisbon Milling Co., 
whose plant was destroyed by fire sev- 
eral weeks ago, has opened for business 
in a new location. 

William Reuter has taken over the 
management of the Middleport Feed & 
Produce Co., Middleport. 

Charles Hartmann, 63, who operated 
a feed store at Mt. Healthy for the 
past 35 years, died March 7. 
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Free Fish 


During the spawning season each 
spring thousands of suckers swim out 
of Lake Michigan up stream to the foot 
of the dam maintained by Bruemmer 


Bros. near Algoma, Wis. When the 
dam is open the swift current makes 
it difficult to spear or enmesh the fish 
in nets, but if it is closed the water 
level drops and the obtaining of a catch 
is simple. In order to accommodate its 
many customers Bruemmer Bros. an- 
nounce the time on certain days of the 
week that they will close the dam and 
hundreds of farmers flock to the scene 
to engage in the sport. The favor which 
the mill does for them is appreciated, 
and the rural folks reciprocate by plac- 
ing their business with it. 


PLEASED USERS BOOST QUAKER FEED SALES 


his Month In Your Feed Store 


e Live Tips To Help You Get More Business 


School Salesmen 


Montgomery, Ward & Co., Chicago 
mail order house, has adopted a plan 
of helping hard-working boys earn their 
way through college. Every boy who 
cbhtains an order for items out of the 
company’s catalog for $2.00 and over is 
offered a 15 per cent commission. The 


money due is held at Ward’s until a sum 


It isn’t the price nor the attractive sack that 
builds repeat business on Quaker Feeds. It is 
what is in the sack—what it does for the man 


who uses the feed. Users stick to Quaker Feeds 
because these feeds give results which multi- 
ply into profits. 

Poultrymen raise more chicks into better pul- 
lets and get more and bigger eggs by consistently 
using Ful-O-Pep Poultry Feed . 

Dairymen, Stock Feeders and Hog Raisers 
stick to Quaker Feeds because they can be de- 
pended upon to keep cows in better production, 
raise calves and ro stock with bigger frames 


and better flesh, grow more and bet- 
ter pigs, and keep the work horses and 
dry stock in better all round condition. 


These are the reasons why Quaker 
Dealers hold their customers—and 
make new ones. Quaker Feeds are the 
best to use or to sell. 


THE 
Dept. 15-D . 


QUAKER OATS COMPANY 
141 West Jackson Blvd. ... 


CHICAGO, A. 


Page Ten 


THE FEED BAG—APRIL, 1935 


large enough has accumulated to pay a 
year’s expenses at a college of the 
amateur salesman’s choosing. This plan 
might be used to advantage among high 
school students by a feed dealer. 


Growing Proof 


In order to stress the quality of the 
seed corn which he handles, a Wiscon- 
sin dealer each spring uses a fairly 
large box which he fills with soil and 
encloses with a glass top. He plants 
100 kernels of corn in the soil and 
places the box in the window where it is 
exposed to the sunlight. After the corn 
has sprouted the number of kernels 
which have grown out of the 100 is 
announced on a large placard placed on 
the top and rear of the box. Open bags 
cf the seed corn are placed on each side 
of the display. This idea gives the 
dealer’s customers concrete proof of the 
germination power of the corn and has 
proved to be a good sales stimulator. 


Remedy Display 


One week each spring an Eastern feed 
dealer concentrates on the sale of the 
line of poultry remedies which he 
handles. He devotes his windows and 
a conspicuous place inside the store to 
attractive displays and all clerks are 
instructed to inquire about the health 
and condition of flocks and recommend 
suitable remedies for prevention and 
cure. The week’s sales promotion is 
climaxed by a _ public demonstration 
during which an expert dissects a dis- 
eased bird and lectures on poultry dis- 
eases. The stunt has turned the dealer’s 
poultry remedy business from a “con- 
venience” sideline to one of his most 
profitable departments. 


Egging ’Em On 


An Illinois dealer believes in “egging” 
his customers on to buy his feeds. He 
accomplishes this with a large ostrich 
egg which he places in his display win- 
dow. The name of his brand of poul- 
try mashes is printed on the egg. 
Streamers are strung from the egg to 
a large placard in the rear of the win- 
dow. On the card a message reads: 
“We don’t like to brag, but this gives 
you an idea of what our poultry mashes 
can do”. When asked if it helped his 
business the dealer responded by saying, 
“that’s egg-sactly what it does.” 


Free Flowers 


Practically every housewife’s fancy 
turns to flowers in the spring. Realiz- 
ing this, a dealer in Michigan slips a 
small packet of flower seed into each 
bag of mash purchased from him. Many 
housewives upon hearing about the of- 
fer from their neighbor, insist that 
their husbands place their next order 
ot feeds with this particular dealer. The 
cost of the flower seeds is repaid many 
times in the additional sales which re- 
sult. 
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SHALL WE CONTINUE On another page of this issue of THE FEED 
WORKING TOGETHER? BaG, E. C. Dreyer, president of the National 

Federation of Feed Associations, has written 
what might be termed the obituary of the feed trade code. His article, how- 
ever, is more than that — it is an appeal that the feed trade support a per- 
manent national organization. 


The National Federation was organized for just one purpose — to repre- 
sent the feed trade in cooperating with the Roosevelt recovery program and 
in securing a code of fair competition. This objective, although never attained, 
kept it busy but despite this fact the federation did give considerable attention 
to other feed trade problems. 


More than 60 bulletins and thousands of letters were issued from the 
federation office. From no other source could the trade have been kept in- 
formed on the status of its own code, PRA rulings, interpretation of provisions 
in related codes, etc. In the same manner, the federation advised its members 
on their own organization problems, on drought relief administration, on pend- 
ing legislation such as the proposed amendments to the AAA, the Eastman 
plan bill, the 30 hour week bills, etc., and it fought a successful battle to exempt 
feed dealers from financial obligation to the seed trade code. 


A federation without the code problem at hand could be of immeasurable 
value to the trade. It could watch legislation, strengthen its affiliates, co- 
operate with agencies serving related industries, serve as a medium for exchange 
of ideas and a source of inspiration to the trade’s leaders throughout the country. 
It could function with little expense — so little that the cost per member served 
would be negligible. 


The present National Federation is the largest and most representative 
organization in the history of the feed trade. The purpose for which it was 
formed now may or may not be a dead issue. In any event, there is greater 
work still to be done and the question is: Shall we give the federation a new 
birth — a chance to do a bigger job — for our mutual good? 


DAVID K. STEENBERGH. 
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Elevator Superintendents 
Visit Froedtert Plant 


Inspection of the newly constructed 
malting plant of the Froedtert Grain & 
Malting Co. at Milwaukee was the fea- 
ture of the opening day of the annual 
convention of the Society of Grain 
Elevator Superintendents which was 
held at the Hotel Sherman, Chicago, 
March 30 to April 2 inclusive. 

Upon their arrival at the Schroeder 
hotel, Milwaukee, the delegates were 
welcomed by Otto Sickert, president of 
the Milwaukee Grain & Stock exchange. 
An address on barley problems was 
delivered by Dr. James G. Dickson, 
University of Wisconsin, Madison, Wis., 
and a discussion on malting qualities, 
grading and weighing followed. 


Arrangements for the session in Mil- 
waukee were directed by M. H. Ladd, 
chief weighmaster of the Milwaukee 
Grain & Stock Exchange. The Froedtert 
company furnished entertainment for 
the visitors during their stay at its new 
plant. 


Back in Chicago the elevator superin- 
tendents heard numerous talks on tech- 
nical subjects relating to their business. 
An inspection tour was made of the 
new Glidden Co. soy bean products 
plant at Chicago, Monday morning, 
April 1. On Monday evening the dele- 
gates were entertained at buffet lun- 
cheon. 


ARTHUR RIEBS, Riebs Co., Mil- 
waukee, recently returned from a busi- 
ness trip to the South. 


Carlot Prices on 


Mixed Car Orders 


Earn better prices and 
lower freight rates by 
making up a mixed car 
of such items as those 
suggested below. 


Sterling and North- 
land Brand: 
Grass Seeds, Seed 
Grain, Fodder Corn, 
Chick Feed, Chick 
Mash, Dairy Feed; 
With your require- 
ments of: 

Oil Meal, Alfalfa Meal, 
Mill Feeds, Oyster 
Shell, Meat Scraps, 

Misc. Supplies. 


Write for Complete List 
LOWER FREIGHT 


NORTHRUP, 


ONE GOOD BASKET 


Would Save a Lot 
of JUGGLING 


Combine Your Needs in a Mixed Car 


Juggling small, 
among half a dozen sources of sup- 
ply costs you money. Concentrate 
your buying where you can be sure 
of uniform good quality. Give your- 
self the advantage of quantity buy- 
ing and lower freight rates by com- 
bining your varied requirements 
into a mixed car. 
& Co. wholesale everything needed 
by the feed or seed merchant. 
vestigate carlot prices today. Com- 
plete price list on request. 


Supply Headquarters for 
MINNEAPOLIS SINCE 188 


scattered orders 


Northrup, King 


In- 


KING & CO. 


he Feed Merchant 
MINNESOTA 
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Otto Sickert 


Sickert Reelected Head 
Of Milwaukee ’Change 


Officers of the Milwaukee Grain & 
Stock Exchange were reelected at the 
annual meeting which was held April 2. 
They are Otto Sickert, Deutsch & Sick- 
ert Co., president; John V. Lauer, J. 
V. Lauer & Co., first vice president, 
and E. S. Terry, Donahue-Stratton Co., 
second vice president. Harry A. Plumb 
was chosen secretary for the 26th con- 
secutive year. 

New directors elected to serve a three 
year term were W. C. Holstein, Mohr- 
Holstein Commission Co.; Curt Kanow, 
Froedtert Grain & Malting Co., and G. 
W. Kruse, P. C. Kamm Co. Present 
hold-over directors include W. A. Hot- 
tensen, W. M. Bell Co.; E. J. Koppel- 
kam, E. J. Koppelkam Co.; A. L. John- 
stone, Johnstone-Templeton Co.; A. M. 
Kayser; E. H. Hiemke, L. Bartlett & 
Son Grain Co., and Carl A. Houlton, 
LaBudde Feed & Grain Co. 

A. L. Flanagan, Fraser-Smith Co., 
Ltd.; Edward LaBudde, LaBudde Feed 
& Grain Co., and H. M. Stratton, Dona- 
hue-Stratton Co., were chosen as new 
members of the board of appeals, while 
Roy G. Leistikow, Donahue-Stratton 
Co., and LeRoy LaBudde, LaBudde 
Feed & Grain Co. were named to the 
heard of arbitration. 


MERRIMACK FARMERS Ex- 
change, Concord, N. H., is installing 
complete feed milling equipment. 


WILLIAM VOLK, for <ight years a 
sales official of the Chase Bag Co., in 
Milwaukee and Chicaye, «tied at his 
home in Milwaukee, March 26. He had 
been ill for several months. 


BARLEY FACTS 

A booklet entitled “Barley Facts” has 
been issued by the Bartlett-Frazier Co., 
Chicago. It explains the uses and dis- 
tribution of this type of grain and shows 
the receipts for the past four years at 
various terminal markets. A section of 
the booklet also explains how to raise 
good malting barley. Copies will be 
gladly furnished by the company on 
request. 


: = . 
~ 
: {jf 
84; 
rt 
> 
= EE | 
EEO 
SS 
« LOOK AHEAD! 
t 
L 
4 


Salesmen Cooperate in Federation 
Drive tor New Members 


Organization Points to Past Record for Support 


ITH salesmen of allied trade 

VW concerns in the front line, the 

Eastern Federation of Feed 

Merchants’ new Rainbow 
Membership drive got under way April 
1. It will continue until the convention 
which will be held at the Hotel Buffalo, 
Buffalo, N. Y., June 28 and 29. 

The campaign is an outcome of a 
suggestion made at the federation con- 
vention in Syracuse last February, when 
sales representatives covering the ter- 
ritory formed an organization and of- 
fered their services in obtaining new 
members. 

In the spirit of cooperation at their 
meeting held immediately after the elec- 
tion of officers at the convention the 
board of directors of the federation 
voted to waive, during the period of the 
drive, the regular membership fee of 
$20.00. Any dealer who was not a 
member on January 1 can now join 
by paymentt of an initiation fee of $10.00 
which includes a year’s subscription to 
The Feed Bag, official publication of 
the federation. 

Cash Prizes Offered 

The directors present at the meet- 
ing also contributed $5.00 each to form 
a pool for prizes to be given to the 
salesmen obtaining the largest number 
of memberships during the period of 
the drive. The person getting the most 
dealers to join during April will receive 
$5.00, and another award of $5.00 is tc 
be made to the one with the best record 
in May. This is in addition to the main 
prizes which will be given. 

An award of $25.00 has been set aside 
for the salesman obtaining the largest 
number of memberships during the 
drive. Second high will get $15.00 and 
the man ranking third is to be presented 
with a check for $10.00. The prizes are 
to be given at the convention in Buffalo. 

Companies whose _ representatives 
have enrolled in the drive are Arthur 
R. Cone Seed Co., Syracuse Milling Co., 
Ames-Burns Co., Sunset Feed & Grain 
Co., Silmo Chemical Co., Wilber Feed 
Co., California Packing Corp., Colonial 
Salt Co., Sprout-Waldron & Co., Miller 
Fertilizer Co., Staley Sales Corp., S. 
Howes Co., Cramer-Dickinson Seed Co., 
J. W. Eshelman & Sons, Blatchford 
Calf Meal Co., Penick & Ford, Ltd., 
Inc., Beacon Milling Co., Federal Mills, 
Inc., Quaker Oats Co., Staley Sales 
Corp., Health Products Corp., Corn 
Products Refining Co., and Hollenbeck 
Bros. Salesmen enrolled who have not 
as yet furnished the names of their con- 
cerns are Lee Evans and J. M. Beur- 
meister. 


Reviews Past Record 
The federation is particularly proud 
of its accomplishments during the past 
five years and in order to acquaint 
those who have not been members with 
its activities and program, has pre- 

sented a review which follows: 
1930—The federal farm board swung 
into action with a revolving fund of 
$500,000,000 to be loaned to producer 


owned, producer controlled coopera- 
tives. Some of this money seemed likely 
to go where it could be used in direct 
competition with the established retail 
feed trade so the Eastern Federation 
became one of the first and leading op- 
ponents of the farm board. Fred M 
McIntyre, president of the federation, 
together with an attorney employed for 
the purpose, made extensive investiga- 
tions and opposed proposed loans with 


HE honor of being the first 
T dealer to join the Eastern 

Federation of Feed Mer- 
chants in its Rainbow Member- 
ship drive which started April 1, 
goes to the Janesville Feed Co., 
Janesville, N. Y. This firm was 
signed up by Glenn C. Garner, 
Homer, N. Y., who represents 
the Ames-Burns Co., James- 
town, N. Y. The drive is being 
conducted by an organization of 
salesmen covering the territory 
for various concerns, and Mr. 
Garner was the first to bring the 
federation a new member. Cash 
prizes will be awarded to the 
sales representatives who make 
the best showing during the 
drive. 


briefs and arguments directly before 
the board at Washington. Thus the re- 
tail feed dealer was protected against 
competing with any organization backed 
by federal funds. 
Stops Loan Measure 

1931—Assemblyman Smith, chairman 
of the agricultural committee of the 
New York legislature and director of 
aue G. L. F., and Senator Kirkland, 
also chairman of the agricultural com- 
mittee of the senate and then vice presi- 
dent of the G. L. F., introduced a bill 
whereby there could be formed in the 
state, by an existing cooperative, a 
credit corporation for the purpose of 
loaning to farmers money for the pur- 
chase of feeds and seeds. The measure 
gave the farmers the privilege of im- 
mediately discounting these loans with 
federal credit corporations operating 
with federal funds and such discounts 
were to be without any guarantee or 
endorsement on the part of the pro- 
pesed credit corporations. Here again 
the federation stepped in, requested and 
obtained a hearing before the judiciary 
committee, prepared a brief, appeared 
by attorney and was successful in hav- 
ing the teeth pulled out of the proposed 
measure by introducing an amendment 
making the credit corporation liable for 
all notes discounted. During 1931, Mr. 
McIntyre also appeared before the 
United States senate committee investi- 
gating activities of the farm board and 
was instrumental in obtaining legisla- 
tion drastically curbing the activities of 
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the board and defeating further appro- 
priations. 
License Fees Reduced 

1932—The Eastern Federation through 
constant contact and pressure obtained 
the reduction of retail license fees for 
feed formulas in New York from $25.00 
to $10.00, resulting in the savings of 
many thousands of dollars for retail feed 
dealers. Fees in Pennsylvania were 
also reduced to $5.00. During this year 
the federation also exposed _ several 
fraudulent business concerns operating 
among feed dealers which resulted in a 
saving of tremendous losses and em- 
barrassment to the trade. 

1933—An executive secretary was ap- 
pointed early in the year to assist the 
secretary with his work. This. new man 
who is still on the job, is an attorney 
and his connection with the federation 
has saved the organization many dollars 
in legal fees and members have been 
able to avail themselves of free legal 
advice concerning their business. Dur- 
ing this year the Eastern Federation 
also took an active part in the drafting 
of a code of fair competition for the 
feed trade (excepting wholesale manu- 
facturers). Mr. McIntyre was named 
a member of the national committee in 
charge of the code. He has devoted 
much of his time and effort since that 
time in endeavoring to get the code 
signed at Washington. This work 
composed a greater part of the federa- 
tion’s activities in 1934. 

Despite adverse conditions and a 
drop in membership the federation has 
continued to carry on due to the gen- 
erous support given by the officers per- 
sonally in time and money. The orga- 
nization points to its achievements in 
the past five years with pride, and 
through the cooperation of the feed 
trade and an increased membership can 
continue to function even better than 
in the past to protect the welfare of 
the industry. 


WINNIPAUK feed store, Norwalk, 
Conn., operated by William Betts, has 
been sold to R. G. Davis & Sons, New 
Haven, Conn. 


CUMMINGS & CHUTE elevator 
and feed plant, Woburn, Mass., was 
destroyed by fire on March 5 with a 
loss estimated at $25,000. 


PEOPLE’S COAL, Ice & Grain Co., 
Shippensburg, Pa., has installed a com- 
plete mill feed system. 


HEADS FEED SALES 


McLaughlin, Ward & Co., Jackson, 
Mich., announce the appointment of 
Tom Woodbury as sales manager of 
their feed department. Mr. Woodbury 
was formerly associated with the Michi- 
gan Grain & Feed Co., Detroit, and en- 
joys a wide acquaintance among mem- 
bers of the trade. 
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QUISENBERRY FEED CO. mill, 
Buffalo, N. Y., has been purchased by 
Earl McConnell, McConnell Grain Co., 
and will be remodeled and used for feed 
manvfacturing and jobbing. 


JAMES BELL HENRY, son of 
Frank F. Henry, chairman of the board, 
Washburn-Crosby Co., will be married 
April 25 to Miss Margaret Holland 
Koppel at Philadelphia, the home of 
the bride. 


STURGIS GRAIN CO., Sturgis, 
Mich., is erecting a new warehouse 
which will quarter its implement busi- 
ness. 


HAPPY BIRTHDAY 
R. A. Hoyt, president, Tenant & Hoyt 
Co., Lake City, Minn., celebrated his 
§8th birthday anniversary April 1. A 
delegation of Minneapolis grain and 
feed men motored to Lake City to help 
him commemorate the occasion. 


O. P. SHOOK has sold his flour 
and feed mill at Versailles, Ind., to E. 
R. Morris. 


HYLAND BROS., Cherry Valley, 
Ill., have completed the rebuilding of 
their elevator and feed mill which was 
destroyed by fire last year. 


RAYMOND SHINE has changed 
the name of the Farmers and Merchants 
Exchange to the Shine Milling Co., and 
has installed a molasses feed mixing 
unit. 


RYAN GRAIN CO. plant, Elmdale, 
Mich., has been purchased by Erin 
Johnson who will install feed mixing 
machinery. 


CITY FEED MILL, Stoughton, 
Wis., operated by Willis Johnson, has 
been sold to H. N. Klongland, owner 
of the Stoughton hatchery. 


WE'LL TAKE PURINA! 


Business is good! Profitable, too! You’ll hear this 
everywhere from feed merchants who are crowd- 
ing today’s opportunities in cashing in on the big 
business swing to Purina Chows. Full-color, full- 
page Purina advertising that’s nation-wide in its 
reach and the new 1935 store merchandising 
set-up make Purina merchants feeding headquar- 
ters. If you are downright interested in a workable 
plan that will help make your business what you 
want it to be in 1935, call in the Purina man. 


Now is a good time. 


PURINA MILLS 
923 Checkerboard Square, St. Louis, Mo. 
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New England Retailers 
In Membership Drive 


Arthur T. Lewis, Newport, R. I., is 
the new president of the New England 
Retail Grain Dealers association. He 
was elected at the organization’s annua! 
convention recently held at Boston. 

The association is now engaged in 
conducting an in- 
tensive membership 
drive and is active fos 
in promoting  in- 
creased milk prices 
in territory 
which it serves. 

Officers chosen 
in addition to Mr. 
Lewis were Louis 
A. Nelson, Contoo- 
cook, N. H., vice 
president; Lynne 
P. Townsend, Lud- 
low, Mass., secre- 
tary and Harry L. 
Ryther, Belcher- 
town, Mass., treasurer. 

The new directors are L. A. O’Brien, 
Portland, Me.; Ora Maxim, Winthrop, 
Me.; Daniel Truland, Lancaster, N. H.; 
Robert Helley, Providence, R. I., and 
FE. W. Latimer, South Coventry, Conn. 


Arthur T. Lewis 


Vitamin A Concentrate 
Offered in Caratone 


With current discussion of all the 
vitamins distinguished by an increasing 
number of letters of the alphabet, it is 
curious, the Eff Laboratories, Inc., 
Cleveland, point out, that the first (vita- 
min A) is the only one, the lack of 
which will cause death. 

Vitamin A is the anti-infective vita- 
min, the health and resistance building 
factor, definitely necessary to that sound 
condition and vigorous, vibrant health 
important to human life and essential 
for profitable maintenance of poultry 
and all farm animals. 


Natural plant life sources of this 
vitamin lie in the caratene pigment of 
yellow corn, carrots, tomatoes, squash, 
alfalfa and other thin leafed plants. Of 
these, yellow corn and alfalfa meal are 
most commonly used in feed but as the 
vitamin A potency of these plants is 
extremely variable so is the vitamin A 
potency of the feeds from which they 
are made, according to Eff officials. 

This Cleveland laboratory is therefore 
offering a new product Caratone, which 
is a caratene concentrate of high vita- 
min A potency. Its makers recommend 
use of Caratone in feed to definitely 
assure ample vitamin A potency and te 
permit substitution of cheaper ingredi- 
ents for some of the vegetable protein 
feeds, which cost more because of better 
vitamin A activity, than otherwise ef- 
ficient materials. 


AD TIEUP 


Farmers are accustomed to seeing the 
advertisements of many of the products 
handled by feed dealers in their agri- 
cultural papers. A New York feed mer- 
chant makes a practice of clipping these 
ads and posting them in the window 
whenever: he displays an advertised line 
of goods. This tie-up has proved to be 
a real sales builder. 
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Poultry Raisers Always Glad to See 
Owner of McGinnis Feed Store 


Depend on Him for Profitable Suggestions 


OULTRY raisers around Fort 
P Wayne, Ind., are always happy 

when they see Ralph McGinnis. 

owner of the McGinnis feed store, 
drive his little coupe into their farm 
yards, for they realize that he knows 
more about poultry raising than most 
other men in the territory. They know. 
too, that he is willing to talk with them 
about poultry raising problems. Few 
poultry raisers in the Fort Wayne dis~ 
trict have been known to “stump” hinz 
on poultry questions. 

Mr. McGinnis says that he enjoys 
chatting with customers and he takes 
as much interest in flocks as farmers 
do themselves. If a customer has had 
an unusually good egg production, Mr. 
McGinnis rejoices as though it were 
his own flock which has attained the 
record. 


Built Up Territory 


The territory which Mr. McGinnis 
serves is a good poultry district, but it 
has been developed considerably the 
past ten years by Mr. McGinnis him- 
self. Whenever possible he tries to 
convince farmers of the advantages of 
raising poultry and points out to them 
the hundreds of farmers throughout the 
state who are making profits on their 
flocks. This is usually a selling argu- 
ment with most farmers. 

As a result of this constant educa- 
tional work Mr. McGinnis kas obtained 
more customers and has broadened his 
sales territory. 

Whenever he gets an opportunity he 
passes on vital information about the 
care of poultry to customers, and also 
tips them off to live egg markets at 
special clubs, hotels, etc. This type of 
service is gladly received by poultry 
raisers and they reciprocate by giving 
him practically all of their business. 

Mr. McGinnis handles a complete 
line of poultry feeds and supplies, dog 
foods, dairy feeds, seeds, etc. His com- 
mercial poultry feed has been selling 
well throughout the depression despite 
the fact that many farmers mix their 
own feed. 


Don’t Change Feeds 


“One selling argument for commer- 
cial poultry feed is that it is more 
even, quality for quantity, than is 
home mixed feed,” says Mr. McGinnis. 
“This usually convinces farmers that it 
pays to purchase commercial feed for 
their prize flocks even though they may 
put some flocks on home mixed feed. 
Another important bit of information 
to pass on to poultry raisers is that 
they should be consistent in the use 
of feeds. Many poultry farmers who 
complain about irregularity of egg pro- 
duction can generally trace such pro- 
duction to the fact that too many vari- 
ous kinds of feed are used. It is better 
to begin using one type of feed at the 
beginning of the laying season, rather 
than to start with two brands and feed 
them alternately, as some raisers do in 
an attempt to get high egg production. 
Common sense advice of this kind in 


feeding problems makes many friends. 

“Poultry raisers as a whole are fairly 
well informed on the care of chickens 
in order to secure the best egg produc- 
tion, but many farmers fall down on 
feeding problems. This is where the 
local poultry feed and supply dealer 
can help out greatly and assist farm- 
ers in making a profit on their flocks. 
Once a dealer can establish confidence 
of this type he will have in selling 
poultry raisers such supplies as brood- 


Poultrymen welcome Ralph McGinnis with 
a smile because his visits always result in 
many helpful suggestions. 


ers, trap-nest fronts, egg-grading scales, 
poultry feeders, stands, fountains, etc. 
Service to the farmer is what will usual- 
ly make the cash register ring mer- 
rily in these days of hard-to-get sales 
and every dealer must be ready to ex- 
tend such service willingly. 
Visits Farmers Regularly 

“Regular service trips to farmers will 
help greatly to increase confidence and 
will give the dealer an opportunity to 
know at first hand what equipment and 
individual problems farmers have. When 
such raisers come to the feed store for 
information, then the dealer knows 
what he is talking about when he rec- 
ommends certain feeds and supplies for 
various flocks.” 

The McGinnis feed store was founded 
shortly after 1890 by R. A. McGinnis, 
who operated a flour mili and also sold 
feed to farmers. Ralph L. McGinnis 
has been in the business for 18 years. 
The flour mill has long been discon- 
tinued, and the firm concentrates mostly 
on poultry feeds and supplies and 
seeds. These items constitute about 75 
per cent of the firm’s volume of busi- 
ness. 

Mr. McGinnis is a stickler for a neat 
store with plenty of display, both ex- 
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terior and interior. He believes that 
you must display your items, if the 
farmers are to be induced to buy. His 
counters contain neat display pockets 
which contain poultry feed and seeds, 
all within instant sight of prospective 
customers. 
Favors Cash Business 

“Nowadays farmers make small pur- 
chases,” said Mr. McGinnis. “The de- 
pression has taught them that it doesn’t 
pay to incur too large bills, therefore 
they have begun to buy in smaller quan- 
tities and to pay cash for them. This 
may be a little more expensive, but 
farmers seem to feel that they save in 


A the long run because of stricter atten- 
| tion to feeding and a determination to 


get better results from their flocks out 


' of each quantity of feed. They watch 


costs more closely than formerly and 
as a result have become better business 
men.” 

The advertising of the McGinnis Feed 
store is confined mostly to newspapers. 
Mr. McGinnis believes that his trips 
throughout his territory and his time 
spent advising poultry raisers is the 
type of advertising which is best suited 
to his particular territory. 


MONARCH ELEVATOR 
Minneapolis., has purchased the eleva- 
tor and feed business at West Union, 
Minn., operated by John Nieters. H. 
G. Wakefield has been appointed man- 


ager. 


JAMES E. BOYD, former president 
of the Boyd Milling Co., Sharon, Pa., 


i died at his home, March 11, at the age 


of 58. He was active in the milling 
business until several years ago when 
poor health forced him to retire. 


F. S. SHEETS, Sheets Elevator Co., 
Cleveland, returned recently from a trip 
to California. 


LOVELAND ELEVATOR 
Loveland, Ia., has constructed a new 
elevator to replace the one destroyed 
by fire. 


OTTO NAUMANN, Cargill Grain 
Co., Minneapolis, has been temporarily 
transferred to Milwaukee and is in 
charge of Cargill’s office there during 
the absence of A. L. Jacobs who is 
away on vacation. 


ALFALFA MILL FIRE 

The Denver Alfalfa Milling & Pro- 
ducts Co. sustained a loss of $10,000 
when fire recently destroyed the main 
building of its Wiley, Cclo., mill. Ef- 
forts of the fire department and scores 
of volunteers prevented the flames, 
fanned by a high dust storm wind, from 
spreading to adjoining structures where 
thousands of tons of hay, alfalfa meal 
and other feed products were stored. 
Floyd M. Wilson, Lamar, Colo., presi- 
cent and general manager of the com- 
pany, announces that the mill will be 
rebuilt immediately. 
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WEIGHTY PROBLEM 

A fisherman got such a reputation 
for stretching the truth that he bought 
a pair of scales and insisted on weigh- 
ing every fish he caught in the presence 
of witnesses. 

One day a doctor borrowed the scales 
to weigh a new born baby. The baby 
weighed 47 pounds. 


A THOUGHT 
A mule cannot pull while he’s kicking, 
Nor kick while he’s pulling, ‘tis true, 
And that’s a good thought to remember, 
For, after all, neither can you. 


SURE CURE 
“You’re sure one bottle will cure a 
cold?” 
“It must, sir; nobody’s ever come 
back for a second.” 


Then there was the man who just 
couldn’t bear to see his wife get up in 
the cold and start the fire—so he turned 
his face to the wall. 

* * * 


LOYAL TO LAST 
Salesman: “Does that senator believe 
in doing his duty by his country?” 
Dealer: “Yes, if it takes every cent 
in the treasury.” 


Give 


Baby Chicks a 


Good Start! 
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Meat scraps are a vital part of the 
starting mash. The delicate organ- 
isms of baby chicks demand that you 
supply them with only the best in- 
gredients. 


Darlings Meat Scraps ° 


are made from fresh raw materials. 
They are of the highest quality and 
have long been the standard for 
poultry feeding. 


Insist on using DARLINGS MEAT 
SCRAPS in your mashes and recom- 
mend them to your customers. 


Use Darlings, Too, For Animal 
Feeds .. 


Practical feeders as well as experts of 
leading agricultural colleges have 
found that dry rendered tankage or 
meat scraps are an economical and 
effective source of protein in feeding 
dairy and beef cattle and other ani- 
mals. Wewill be glad to supply you 
with details of this modern way to 


feed. 


DARLING & COMPANY 


Chicago, Ill. 


4200 S. Ashland Ave. 
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SWAN SONG 

[here was once a bridegroom named 
Fred 

Who looked at his supper and said, 
“It’s not so bad looking, 
My darling wife’s cooking, 

But I’d rather be hungry than dead.” 

* * * 


CORNHAY WEAKLY NEWS 
_ Judd Perkins expects to do a thriv- 
ing business this Easter due to the fact 
that he is feeding his chickens dyes of 
various hues to make them lay colored 
eggs. 

Joshua Blinks is convalescing in a 
local hospital account of the fact that 
after Minnie Borks explained she had 
big feet because she did a lot of walk- 
ing barefooted, he remarked that she 
must have done a lot of settin’ too. 

The large snake John Pinwiddle is re- 
ported to have seen in his basement 
turned out to be a coil of rope. Joe 
has been warned to remove it from the 
vicinity of the cider barrel. 

* 


THE ALARM 
Dealer: “It must be time to get up.” 
Dealer’s Wife: “Why?” 
Dealer: ‘“Baby’s gone to sleep.” 

* * 
PERPETUAL MOTION 
Clark: “I hear that Finchberg died 
ior lack of breath at the lodge meet- 

ing.” 
Barton: “Yes, the chairman asked 
him to put his suggestion in the form 


of a motion.” 
*k ok 


DOUBLE CROSSING 

Woman Driver: “Can you fix this 
fender so my husband will never know 
I bent it?” 

Garage Mechanic: “No, but I can fix 
it so that you can ask him in a few 
days how he bent it.” 

2 


ET TU, BRUTUS 
Teacher: “If Shakespeare were alive 
today, wouldn’t he be looked upon as 
a remarkable man?” 
Student: “I’ll say so. He’d be 300 
years old.” 
*x* * 
NEEDS A REST 
Proud Mother: “Yes, he’s a year old 
now, and he’s been walking since he 
was eight months old.” 
Visitor: “Really? He must be awful- 
ly tired.” 
* * 
PLAIN LUCKY 
Married Mose: “What kinda woman 
did you all get, Rastus?” 
Rastus: “She’s an angel, dat’s what 
she is.” 
Mose: “Boy, yo’ sho lucky. Mine’s 


still livin’. 
x * * 
FOR DINNER ONLY 

City Girl (to farmer’s wife, plucking 
hen): “Do you have to undress that 
chicken every night?” 

Farmer’s Wife: “No, child, only for 
one dinner.” 


\ Carefully Sifted for Feed Dealer Consumption 


Lionel True 


This is the fourth of a series of articles 
which Mr. True, James H. Gray Milling Co., 
Springville, N. Y., a practical accountant and 
feed man, is writing exclusively for The Feed 
Bag. It will pay you to follow and adopt 
the bookkeeping methods which he explains. 


AST month’s article described 
how the various transactions in 

our business were sorted and 

grouped, day by day, the totals 
for each class being carried forward 
until, at the end of the month, our Jour- 
nal showed totals for the whole month’s 
work in detail. 

These monthly totals are now trans- 
ferred from the Journal to the General 
Ledger, and it is this process which 
! shall proceed to outline. 

As a preliminary to this step, it is 
usual to prove or reconcile the bank 
balance as shown by the bank in its 
statement, with our books, make out 
our customers’ monthly statements and 
prove the actual accounts receivable 
with the “control”. In doing this, some 
errors or omissions may be discovered 
in the work which may be corrected 
and entered on an extra sheet of the 
Cash Journal. Proving the bank bal- 
ance is probably familiar to most but 
its proper method as used with this 
form of Cash Journal may need a few 
suggestions. 

Check Bank Statement 

All modern banks send their cus- 
tomers monthly statements showing in 
detail the balance at the beginning of 
the month, the deposits, withdrawals 
and the balance at the end of the month. 
The purpose of the proof or reconcilia- 
tion is to determine what items, if any, 
appear in the bank’s statement which 
are not entered in our books or the 
entries in our books which do not ap- 
pear on the bank’s statement. In mak- 
ing due allowances for these differ- 
ences, see that the balance as disclosed 
by our books agrees with that shown 
in the bank’s statement. 

Probably the simplest way of doing 
this is to take the cancelled checks 
which the bank has sent us with their 
statement and compare them with the 
entries in our Cash Journal. In this 
process we will probably find several 
“outstanding checks”, those issued and 
entered in our books which have not 
yet reached the bank for payment. 


Modern Accounting 
Feed Merchants 


By Lionel True 


It may also be discovered that the 
bank has charged our account with 
some items which we have not entered 
such as federal check taxes or service 
charges. The deposits listed by the 
bank in their statement are likewise 
checked with those entered in our Jour- 
nal and any differences noted. It is 
possible that our deposit of the last 
day in the month will not appear on 
the bank’s statement for that month, 
but will be listed as the first item on 
the following month’s statement. This 
is called a “deposit in transit” and must 
be taken into account in the final cal- 
culation of the balance. 

Errors and omissions should be en- 
tered, then, on the extra Cash Journal 
page and our corrected bank balance 
determined in the “control” as des- 
cribed last month. The outstanding 
checks are listed and the total deter- 
mined. The proof of the balance as 
shown by the bank’s statement is found 
by adding to our balance, the sum of 
the outstanding checks and subtracting 
from that amount the deposit in transit, 
if any, the remaining figure being the 
balance to our account as shown on 
the bank’s statement. 

Rechecking Often Necessary 

As with any accounting work, the 
time will come when the bank’s balance 
as determined by our figures will not 
agree with that shown in the bank’s 
statement, and we will be confronted 
with the problem of locating the dif- 
ference. There is no set rule for find- 
ing such errors, the method being 
simply to recheck all the work done 
and persevere until the trouble is lo- 
cated. Usually, the difficulty is not 
hard to locate because of the compara- 
tively small amount of detail involved 
in our banking transactions. 

Next in order, is the making out 
of our customers’ statements and the 
proof of the Customers’ Accounts 
Ledger with the Control. Various 
types of statements and their import- 
ance will be discussed more in detail 
later. We will assume, for the present, 
that statements of some form will be 
used regularly, and at the end of the 
month is a most logical time to pre- 
pare them. In doing this it will, of 
course, be necessary to determine the 
balance on each of the customer’s ac- 
counts and after this is done these ac- 
counts should be totaled and this actual 
total compared with that shown in the 
Control. 

Here again we will be confronted 
with the possibility or probability of 
mistakes causing a difference between 
the actual total as shown in the Cus- 
tomers’ Accounts Ledger and the Con- 


trol. Again the rechecking process 
starts. Each individual customer’s ac- 
count is gone over to determine 


whether the balance shown is correct. 
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The addition of the accounts in which 
the grand total of accounts receivable 
is arrived at is proven. Every step in 
the process is verified until the trouble 
is finally located and the actual addi- 
tion of the accounts equals the balance 
shown in the Control. This is some- 
times a tedious process but, after it has 
been done for some months, the feel- 
ing of certainty as to the accuracy of 
the customers’ accounts makes the time 
involved in the process well worth- 
while. 
Date Adding Strips 

It will be remembered, as described 
in last month’s article, how the daily 
proof of postings to accounts receivable 
was obtained by adding the individual 
charges and credits to the various ac- 
counts and comparing the totals of 
these postings with the daily footings 
as shown in the Cash journal. The 
adding machine strips containing the 
detail of these proofs should be dated 
and saved against the possibility of 
some error creeping in and necessitat- 
ing checking back through the actual 
postings in the customer’s accounts. 
This, fortunately, rarely happens, since 
daily care in posting to customers’ ac- 
counts and the proof thereof will be 
found to produce nearly perfect work 
into which few errors creep. 

With the bank and accounts receiv- 
able both proven and corrections, if 
any, entered on the extra sheet of the 
Cash Journal, the posting of the totals 
from the Cash Journal to the General 
Ledger may proceed. First, it is neces- 
sary to sort out the items in the Ex- 
pense and two Sundries columns and 
make a statement showing the totals of 
each class of transaction entered under 
these headings. In the making of this 
statement, the account numbers of the 
various accounts involved may be used. 

Using the closing Cash Journal 
Sheets given as illustration in last 
month’s article as an example, we will 
assume that the expenses as shown, 
totaling $1,500 are divided as follows: 


Account Account Amount 
Number 
3001 Salary of Owner.............. $ 350.00 
3002 Wages of Employees..... 480.00 
3010 Power, Heat, etc.........<- 120.00 
DEPECCIALION None 
3025 Interest 75.00 
3026 Taxes 175.00 
3028 Insurance.............. 125.00 
3035 Postage 6.00 
3036 Telephone and Teleg- 

graph 9.00 
3038 Stationery and Supplies 4.00 
3040 .- 20.00 
3045 Traveling Expenses......... 20.00 
3046 Cash 1.00 
3047 Dues, Subscriptions, etc. 25.00 
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3048 Legal and Professional.. 5.00 
3050 Miscellaneous Expenses 2.50 
Total Expenses............. $1,500.00 


We will further assume that the two 
Sundries columns, totaling $300.00 for 
the debits and $1,950 for the credits. 
are made up of the following items: 


DEBITS 
Account Account Amount 
Number 
202 Notes Receivable.............. $200.00 
202-A Reserve for Doubtful Ac- 
counts 10.00 
503 Machinery and Equip- 
2001-A Discounts Allowed............ 15.00 
Total of Debits.............. $300.00 
CREDITS 
Account Account Amount 
Number 
202 Notes Receivable.................. $ 345.00 


1001 Notes Payable to Banks... 1,500.00 


2002 Income from Interest........ 75.00 
2003 Income from Dividends.... 30.00 
Total of Credits.......... $1,950.00 


We now have before us in detail the 
totals of the month for each class of 
transaction and the entries of these 
totals to the proper General Ledger ac- 
counts are made. 

Cost of Goods Sold is computed, as 
described in the February article of 
this series, and found to be $8,000, 
which is entered as a debit to account 


number 2001-B Cost of Goods Sold, 
and a credit to account number 301-B 
Cost of Sales Suspense. 

To facilitate following these opera- 
tions, I have prepared and submit here- 
with a statement showing the accounts 
of the General Ledger in detail. The 
opening balances to these accounts, as 
outlined in the original setup of the 
General Ledger are shown in the first 
two columns under the heading “Open- 
ing Balances”. The January postings 
to these General Ledger accounts from 
the Cash Journal as illustrated in last 
month’s article, supplemented by the 
detail of expenses and sundry accounts 
herein contained, are shown in the third 
and fourth columns under the heading 
of “January Entries’. The fifth and 
sixth columns show the closing bal- 
ances of the various accounts. 

When all the entries to the General 
Ledger have been made and the bal- 
ance to each of the various accounts 
determined, a list of the accounts and 
balances to each should be made, the 
debits in one column and the credits 
in another. The totals of the two 
columns should exactly agree and this 
forms the proof of the General Ledger. 
This list of accounts is called a “Trial 
Balance”. Our Trial Balance for Janu- 
ary 31, 1935 is contained in the list of 
accounts illustrated, with the balances 
as shown in the fifth and sixth columns 
under the heading, “January 31 Bal- 
ances”. 


Note particularly how the balance be- 
tween debits and credits in all opera- 
tions is maintained throughout. The 
opening accounts, representing our orig- 
inal setup, are in balance. The debit 
postings for the month are likewise 
equal to the credits, and again, in the 
closing balances, the Trial Balance, the 
same relation is carried through. 

The preparation of the Trial Balance 
is the last of the bookkeeping opera- 
tions for the month, and from this Trial 
Balance, our two statements, Income 
and Expense and Balance Sheet, are 
prepared. 

The correct form for Income and 
Expense Statements was illustrated in 
the January article of this series. Their 
preparation from the Trial Balance is 
not difficult. The necessary accounts 
are simply listed in their proper order 
and the calculations made as outlined. 
The completed Income and Expense 
Statement for our imaginary business, 
using the closing balances as illustrated, 
is presented on page 19. The only item 
which may be confusing, is the handling 
ot the second section, “Cost of Sales”. 
This was explained in the second article 
of this series and reference to the text 
of that article should clarify the situa- 
tion. 

Preparing Balance Sheet 

The preparation of the Balance Sheet 
should not cause any difficulty, as it 
simply consists in listing the asset and 
liability accounts from the Trial Bal- 


ILLUSTRATION OF GENERAL LEDGER BALANCES AND ENTRIES 
January 1, 1935 January Entries January 31, 1935 
Balances Balances 
Dr. Cr. Dr. Cr. Dr. Cr. 

Accounts Receivable................. 3,200.00 2,200.00 23,000.00 
Net Worth (Capital Account)........)]  .......... 58,000.00 

$78,500.00 $78,500.00 $39, 100.00 $39,100.00 $98 ,095.00 $98 ,095.00 
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ance, in the manner outlined in the 
January article, with changes only in 
“Inventory” and “Net Worth’. The 
Trial Balance contains three merchan- 
dise accounts, the combination of which 
gives us the closing inventory. They 
are “Inventory” (at beginning of the 
period), “Purchases” and “Cost of Sales 
Suspense”. The sum of the opening 
inventory, plus the purchases, minus 
the cost of sales suspense, is the in- 
ventory at the end of the period, and 
it is this figure, $21,000, in the case 
illustrated, which should appear in our 
Balance Sheet. Likewise, an adjust- 
ment has to be made in “Net Worth” 
to take into consideration the net profit 
made for the month. In our case, this 
net profit is $590 which is added to the 
Net Worth shown in our Trial Balance, 
$58,000, making a total of $58,590, which 
is the figure used in our Balance Sheet. 
No entry is made in the General Ledger 
to show the increase in Net Worth until 
the end of the year, at which time the 
operating accounts are closed out and 
the profit (or loss) for the entire year 
entered as an increase (or reduction) 
to Net Worth. 

Income and Expense statements may 
be made to cover any one month’s oper- 
ations only, or, if desired, they may be 
made to cover the year to date, that 
is, for example, on May 31, the state- 
ment may be prepared to cover that 
period from January 1 to May 31 or 
five months’ operations. One who wish- 
es to go into rather detailed analysis 
of his business will prepare statements 
both for the current month and year 
to date and will compare results with 
previous years’ operations. 

Computing Depreciation 

Before closing the December, or final 
month’s work, entries should be made 
to cover depreciation and poor accounts. 
Depreciation is probably the cause of 
more argument as an accounting prob- 
lem than any other single item. It is a 
legitimate expense, yet not one that 
can be definitely pointed out or de- 
fined. We know that if we purchase 
a new piece of equipment today for 
which we pay, say $1,000, that in one 
year from today a certain part of the 
worth of that piece of equipment has 
been used up or exhausted and that the 
value has decreased in proportion to 
that part which has been so used. The 
same is true of buildings. Although 
slow, the deterioration is never the less 
certain, and therefore a real item of 
expense. Perhaps the illustration is 
best made in the uses of trucks, since 
the rate of depreciation is faster there 
than in most other items of equipment. 
A new truck purchased today for $1,000 
will be worth, probably, only $650 at 
the end of a year’s use, $350 of the value 
of that truck being exhausted and there- 
fore considered a legitimate expense 
item. 

The United States department of in- 
ternal revenue has recently prepared a 
complete list of equipment in common 
use in industrial establishments, and al- 
though it is not available to the public, 
this list, which gives average deprecia- 
tion rates on all items listed, is not 
secret. Every field examiner has one 
and, as far as I know, does not hesi- 
tate to allow taxpayers to examine it. 
While it is true that nearly every piece 
of equipment in the ordinary feed mill 
takes a different rate of depreciation, 
according to these lists, the average is 
about 5 per cent per year. This ap- 


BALANCE SHEET 
JOHN DOE 
January 31st, 1935 
CURRENT— ASSETS: 
150.00 
Receivables 
Accounts Receivable............ 23,000.00 
Notes Receivable............... 9,855.00 
Less—Reserve for Doubtful..... i. 00 30,865.00 
Total Current Assets....... $53,515.00 
OTHER ASSETS— 
tock in Domestic Corporations............... 2,000.00 3,500.00 
FIXED 
Buildings 
10,000.00 
Less—Depreciation Reserve..... 3,000.00 7,000.00 
Machinery and Fixtures 
Machinery and Fixtures at Cost. 8,075.00 
Less—Depreciation Reserve..... 4,000.00 4,075.00 
Equipment 
Delivery Equipment at Cost.... 1,500.00 
Less—Depreciation Reserve..... 1,000.00 500.00 
Furniture and Office Fixtures 
Furniture & Office Fixtures at Cost 1,000.00 
Less—Depreciation Reserve..... 500.00 500.00 13,075.00 
LIAB 
ILITIES 
Notes Payable 
Total Current Liabilities... . 
MORTGAGES PAYABLE— 
NOMINAL— 
Total Liabilities and Net Worth....................... $70,090.00 


INCOME AND EXPENSE STATEMENT 


JOHN DOE 
SALES— 
Gross Sales to Customers........... $10,000.00 
Less—Discounts Allowed............ 15.00 
COST OF SALES— 
Inventory—January 1, 1935......... 20,000.00 
Less-—Inventory—January 31, 1935.. 21,000.00 
Cost of Goods Sold............ 
EXPENSES— 
350.00 
Wages of Employees............... 480.00 
Delivery and Trucking............. 75.00 
Telephone and Telegraph........... 9.00 
6.00 
Stationery and Supplies...... 4.00 
Dues, Subscriptions, etc............. 25.00 
Legal and Professional.............. 5.00 
2.50 
NET PROFIT FROM OPERATIONS... 
OTHER INCOME — 
Interest on Past Due Accounts...... 75.00 


Dividends on Stock... ..... 30.00 


Month of January, 1935 


$9,985.00 


100.000 
“150% 


99.850% 
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8,000.00 80.000% 
1,985.00 19. 850% 
3.500% 
4.800 
1.200 
750 
1. 
060 Be 
: 
:010 
250% 
050% 
025% = 
1,500.00 15.000% 
485.00 4.850% 
Total Other Income............ 105.00 : 


plies also to office equipment such as 


adding machines, cash registers, etc. 
Buildings take from 2 per cent to 3 
per cent, depending on the type of con- 
struction. Trucks costing less than 
$2,000 are allowed 334 per cent. Trucks 
costing over that amount are allowed 
only 20 per cent. 
Enter in Reserve Account 

In charging depreciation, it is com- 
mon practice to enter it into a “Reserve” 
account, not as a direct deduction to the 
asset account. Thus, our Balance Sheet 
shows the full cost of the asset when 
new, and, as a separate account, the 
amount of depreciation which has been 
accumulated against it. The balance in 
our “Trucks” account in our illustra- 
tive Balance Sheet is $1,500 which rep- 
resents the cost price of our trucks. 
We have used these trucks two years 
and depreciated them at the rate of 
33% per cent per year and therefore 
have a reserve of $1,000, or two-thirds 
of the cost price, set up as a credit 
against the original investment. At the 
end of the next year, 1935, in our case 
illustrated, we will have depreciated out 
the entire value of these trucks. We 
will, however, this year, charge only 
$499 depreciation so that we will have 
a net value of $1.00 remaining. There- 
after, no more depreciation will be 
charged and the accounts will remain 
unchanged until the trucks are either 
sold or traded out. 

Let us suppose that this account of 
$1,500 represents one truck, which, at 
the end of 1934, we had used two years 
and on which we have charged $1,000 
depreciation. We decide to trade this 
truck in toward a new one, on which 
the list price is $2,000, and we are al- 
lowed $800 for our old truck, making 
the cash difference to be paid $1,200. 
After a quick analysis of this situation, 
one would say that we have shown a 
profit of $300 on the trade, since the 
net book value of our old truck is only 
$500 and we have “sold” it for $800. 
However, the internal revenue depart- 
ment’s interpretation does not agree 
with this. It claims that there is no 
taxable profit or deductable loss on such 
a trade. The value of our new truck, 
therefore, will be entered as the amount 
we pay in cash, plus the net amount 
of value remaining in the old truck, in 
our case, $1200 cash, plus $500 for the 
old truck, or a total of $1,700. 

How to Make Entries 

The entries for recording such a 
transaction would involve the charging 
out of the old truck and its deprecia- 
tion reserve and the entering of the 
value of the new truck as an asset. The 
original entries would be made in the 
Cash Journal and, when posted into 
the General Ledger, would be to the 
following accounts: 

Dr. 


(2) Reservefor'Depre- 
ciation—Trucks..$1,000.00 
(3) Trucks 1,700.00 
(4) Cash (or Bank)... 1,200.00 
The first entry wipes out the value 
of the old truck which has been dis- 
posed of. It is an offset to the original 
debit balance of $1,500 which repre- 
sented the value of that truck. Entry 
number 2 clears the Depreciation Re- 
serve account. It will be seen at this 
point that there is a balance of $500 
still remaining, which represents the net 
value of the old truck. This $500 is 


Cr. 
$1,500.00 
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added to the cash purchase price of 
the new truck, $1,200, and the sum, 
$1,700, entered as a debit to “Trucks” 
account as the value of the new truck. 
The balance of the transaction, item 
number 4, of course, being the cash in- 
volved, which was entered in the Cash 
Journal in the column “Bank” on the 
credit side, recording the check given 
in payment. 

I have gone rather into detail ta 
explain this transaction as it illustrates 
the method of handling many similar 
items in the books. The records will 
show clearly what took place and the 
whole transaction can be traced back in 
detail, even after years have passed. 

Returning to the subject of setting 
up the depreciation for the year, we will 
suppose that on December 31, we are 
going to calculate the amount charge- 
able for the entire year and make the 
entries in the December work. Our 
schedule will be somewhat as follows; 
Deprecia- Deprecia- 


Account Cost tion Rate tion 
Buildings..$10,000.00 2% $ 200.00 
Machinery 

and 
Equipment 8,000.00 5% 400.00 
Trucks....... 1,500.00 334% 499.00* 
Furniture 
and Office 
Fixtures.... 1,000.00 5% 50.00 


Total Depreciation....$1,149.00 

*Note that this amount brings the total of 
the reserve for depreciation for trucks to 
within $1 of the cost of the trucks. 

Our entries are made as credits to 
the various depreciation reserves in the 
General Ledger and to the expense ac- 
count number 3020. 

Charges to poor accounts may be 
dealt with, either by setting up a re- 
serve and making the charges against 
this reserve, or by charging worthless 
accounts directly against the loss ac- 
count “Poor Accounts”. I personally 
favor using the reserve method and set- 


ting up a certain amount each month 
or year to cover losses from this source. 
In this manner the losses are antici- 
pated and provision for them made in 
advance. I would suggest that, for most 
retail mills, it would be satisfactory to 
estimate at the end of each year the 
amount of doubtful accounts and notes 
on the books which are not already 
provided for by the then existing re- 
serve and charge this amount as a loss 
from poor accounts and increase the 
reserve by the same sum. Then, as 
occasion arose during the year, when 
the various accounts were actually de- 
termined to be worthless, they could 
be charged from the books and against 
this reserve. 

The bookkeeping entry for setting 
up, or increasing, the reserve is made 
by entering as a debit to account num- 
ber 2004, Losses from Poor Accounts, 
the amount determined, and a like entry 
as a credit to account number 202-A 
Reserve for Doubtful Accounts. 

There is one disadvantage to the “re- 
serve” method, however, and that is 
the fact that amounts set up as a re- 
serve for poor accounts and charged 
against income on our books are now 
allowable as a deduction from income 
on our tax returns. This ruling was 
made in 1921 by the treasury depart- 
ment, and only such firms as used the 
“reserve” method during, and _ subse- 
quent to that year, are excepted. This 
is another example of the purely tech- 
nical rulings of the revenue department 
applying to accounting methods. Ac- 
counts actually charged from the books 
to the reserve, however, are allowable 
as a deduction for income tax purposes: 

In the May issue of The Feed Bag, 
I will describe the closing of the year’s 
work and the necessary entries in this 
process. I shall also discuss more thor- 
oughly some of the phases of the work 
which have been rather lightly touched 
on up to the present time. 


Feed Business 


Advises Indiana Dealer 


¢§ HE fellow who said that the 
[ world would beat a path to 

the door of the man who built 

a better mouse trap may have 


been right, but to get business these 
days you must go out after it,’ sur- 
mises Harold Coppes, Nappanee Mill- 
ing Co., Nappanee, Ind. 

Constant solicitation of the trade and 
the handling of high quality products 
have created for this firm an enviable 
volume of sales. The fact that some 
of the business comes from a radius of 
100 miles attests to the fact that Mr. 
Coppes lives up to his policy of going 
out after trade instead of waiting for 
it to beat a path to his door. 

The present Nappanee Milling Co. is 
the offspring of a saw mill founded dur- 
ing the days when standing timber was 
abundant in the territory. Harold 
Coppes’ brother, Irwin, still devotes his 
time to the original plant which is now 
confined to cabinet making. The flour 
and feed milling department has shown 
a steady growth since its inception. 

“In developing this division of the 
business,” Mr. Coppes explained, “it 
was necessary to educate the farmers 
in the territory to the value of feeding 
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proper rations to obtain the maximum 
of profit from their herds and poultry 
flocks. This, we realized, could not be 
accomplished by sitting in a swivel chair 
with our heels on the top of a desk. 
Accordingly, we carried our story of 
good feeding direct to the farmer’s yard, 
and as the business increased put on 
additional men for contact and sales 
work. 

“It has always been our policy to 
keep pace with modern developments 
in feeding and to pass the benefit of 
these on to our customers. In 1917 
we added dry skim milk to our line of 
products and included it in our feeds. 
We make a full line of bakery and 
femily flours, biscuit flour, pancake 
flour and a breakfast cereal. In 1922 
we started making poultry feeds and 
have a full line of other feed items to 
give a complete service. 

“Most of our business comes from a 
100 mile radius which we cover thor- 
oughly with our sales staff. We will 
always maintain that a constant and in- 
tense selling program backed by high 
quality dependable products are the 
fundamentals of a successful feed busi- 
ness.” 


National Federation 
Needs Support 
To Continue Serving 
Feed Dealers 


By E. C. Dreyer 


HE time has come when not only 

I our members but the feed indus- 

try at large should be acquainted 

with the present status of the 
proposed Code of Fair Competition for 
the Feed Trade (except wholesale feed 
manufacturing). 

A group of men have been actively 
working on this code since August, 
1933. They assumed the burden of or- 
ganizing the National Federation of 
Feed Associations with only one pur- 
pose in mind—to cooperate with the 
government in its recovery program by 
attempting to assist in formulating a 
ccde for our industry. Their efforts 
have caused quite a few of them not 
alone a great deal of inconvenience, 
time, etc., but money as well. 


Checkmated on Code 

There is no need to review the en- 
tire history of our code making. We 
were continually checkmated for one 
reason or another but for the past sev- 
eral months had understood that the 
only feature which was still objected 
te at Washington was the provision de- 
fining destructive price cutting as any 
sale at a price below current local re- 
placement value. So when a few mem- 
bers of our committee went to Wash- 
ington the last days of February a ma- 
jority of the committee finally agreed 
to the elimination of the replacement 
value clause. The minority refused to 
agree, still maintaining that to do so 
would take the meat out of the cocoa- 
nut, so to speak. 

The majority which agreed to the 
elimination really did so against their 
wishes but only after they had been 
convinced by Deputy Administrator 
Carlson that the code absolutely would 
not be signed as long as it included that 
provision and after two minor changes 
were made in other provisions. These 
changes provided that the price cutting 
matter could again be considered after 
the code was signed when the expense 
could be borne by the industry and the 
industry could be better consulted with 
respect to its wishes. They also ex- 
tended the temporary period of code ad- 
ministration to cover 90 instead of 60 
days so that if NRA was not continued 
beyond June, the industry would not 
have to be put to the expense of any 
regular code organization. 


Present Delay Mystery 

NRA legal counsel ruled that inas- 
much as the controversial provision was 
one which could not be approved in any 
event, your committee’s majority agree- 
ment for its elimination was acceptable. 
Deputy Administrator Carlson was then 
confident that the code would be signed 
immediately. When the code was taken 
te Harriman’s office on March 2, how- 


ever, he was out of town and although 
his authorized deputy would not sign 
for him, he predicted that it would be 
signed promptly upon Harriman’s re- 
turn which was to be the following 
Monday or Tuesday, March 4 or 5. 

What prevented approval when Mr. 
Harriman returned is not known but 
you are all familiar with the press re- 
ports which came out of the senate’s 
investigation into NRA right at that 
time. It is the writer’s opinion that 
the code committee has profited to a 
great extent by either the experience or 
inexperience of other industries which 
rushed into a code. Many questions of 
the constitutionality of codes have also 
come up during the progress of our 
negotiations and undoubtedly most all 
of you read of the statements which 
Mr. Richberg, now head of NRA, made 
before the senate investigation commit- 
tee. Richberg has since claimed that 
he was misquoted but whether he was 
or not is immaterial as far as the ques- 
tion involved is concerned. 

Your officers feel that if codes are 
to be continued after next June, and 
in line with President Roosevelt’s recent 
order covering the strict enforcement of 
all codes, should congress decide to 
continue the NRA program for two 
years or more it would certainly be 
necessary for the feed trade to have a 
code and for practical feed men to have 
a part in its formulation. The mem- 
bers of our industry certainly do not 
want inexperienced hands to thrust any 


BERNARD ZUEZE and August 
Witt have purchased the elevator owned 
by J. H. Etta & Son, Loyal, Wis. 


CALLIARI BROS., Green Bay, 
Wis., well-known and established firm 
has incorporated to deal in hay, grain 
and feed. 


L. H. FUDGE has opened a feed 
store at Tracy, Minn. 


E. B. BAILEY, who has been en- 
gaged in the feed and seed business at 
Reading, Mich., has retired and sold 
his property to Howard Cowell who 
a take possession on or about April 
15; 


H. M. CRITES and Ray P. Reid 
have leased the C. E. Haynes flour and 
feed mill at Waverly, Ohio. Mr. Reid 
is the acting manager. 


BEN HAMER is erecting a 50x22 
frame building at Olivet, Ill, and when 
it is completed, will enter the coal, ice 
and feed business. His son will be 
associated with him. 
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Mr. Dreyer, Dreyer Commission Co., St. 
Louis, Mo. is president of the National Fed- 


eration of Feed Associations. He pleads for 
cooperation on a national scale to put the 
pending feed code across and to improve the 
welfare of the industry by solving general 
problems. 


sort of a code upon them. 

This brings up the following: 

The National Federation of Feed As- 
sociations’ finances are zbsolutely de- 
pleted. The association is indebted to 
several of its members who have car- 
ried on the work of financing bulletins, 
railroad fare, etc. for some few months 
past. Some of the organizations now 
affiliated with the National Federation 
of Feed Associations have not as yet 
completed their payments. Is it, or is 
it not, the wish of the feed industry to 
complete this code, to perpetuate the 
National Federation of Feed Associa- 
tions? 

National Association Needed 

Code or no code there is certainly a 
place in the picture for this association. 
The feed industry has for years been 
unorganized nationally. ‘There are state 
associations but not in all states and, 
with the trend of the times, no industry 
can get anywhere without a strong na- 
tional organization, and the organiza- 
tion can only be as strong as the in- 
dustry itself wishes it to be. Frankly, 
the writer does not know of any in- 
dustry the size of ours, that is unor- 
ganized in a national way. 

Hence, may I ask that those associa- 
tions now affiliated with the National 
Federation of Feed Associations kindly 
poll their members and advise the sec- 
retary or the writer, your wishes in the 
matter. Then those of the feed indus- 
try who are not members, and this ap- 
plies to individuals as well as state or- 
ganizations, is it your wish to continue 
this National Federation of Feed Asso- 
ciations and if so, will you give it both 
your moral and financial support? Cer- 
tainly it should not be a burden on a 
few members of the industry to fight 
your battles. 

There are numerous things springing 
up each day that require immediate ac- 
tion through a national association, but 
the officers of any association are tied 
unless both moral support and finances 
are available. 

May I not ask your kind coopera- 
tion immediately, for which your Code 
Committee thanks you in advance? 
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Consignments 


Will be given preferred 
attention by our new 
department under the 
personal direction ‘of 
Mr. Roy G. Leistikow. 
Complete service—Con- 
signments, Grain Com- 
mission and Grain ‘‘To 
Arrive’’. 


DONAHUE - 
STRATTON 
CO. 


“GRAIN AND FEED MERCHANTS 


Elevator Capacity MILWAUKEE, WIS. 


CONTINENTAL EXPORT CO. 
Minneapolis ... St. Louls... Kansas City 


PACIFIC CONTINENTAL GRAIN CO. 
Portland ... Seattle 


Continental 


Grain Co. 


Produce Exchange .. . New York 
Board of Trade. ..... 


Chicago 


Branches in France, Germany, Italy, Belgium, 
Canada and the Balkans. 


Holland, Poland, 
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Make no mistake 
E 4 about 
this! 


THE GLIDDEN CO. 
SOYA PRODUCTS DIVISION 
CHICAGO, ILLINOIS 


Contains the rich 

vitamin content 

that is present in 

fully matured soy- 

beans. 

Actual protein analysis running 
from 46% to 48% 


THE GLIDDEN COMPANY 


SOYA PRODUCTS DIVISION 
2670 ELSTON AVE. CHICAGO 


Plant at 1845 N. Laramie Ave. 


When 


They come back for more the 
Profits Increase. 


For 37 YEARS we have en- 
joyed repeat business. 


SOFTWOOD 


Baled Shavings 


Sanitary, Absorbent, Clean, Dry, 
Well Baled to Stand Re-Handling 


Ideal as POULTRY LITTER— 
STOCK BEDDING 


Carload Lots, Immediate Shipment from one of 
our mills nearest you. 


Shavings & Sawdust Co. Inc. 


SINCE 1898 AT 


2244 S. Western Ave. Chicago, Ill. 
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OW for the third side of the selling triangle: first, there 
are the goods; then there is the farmer; finally there is 
YOU, who must bring the other two together. 

Farm products are sold both in the store and on the farm. 
The same fundamental selling principles apply in either case. 
Some of these principles are so well known that there ought 
to be no need of repeating them. Nevertheless, experience 
proves the necessity of constant emphasis such as that felt 
by the colored preacher. When asked about his method of 
preaching a sermon, he replied, ‘““Fust Ah tells ’em what Ah’s 
goin’ to tell ’em; then Ah tells ’em; and then Ah tells ’em 
what Ah's done tole ’em.” That, to a large extent, is the 
policy a proprietor must follow with his sales force. 

Making Friendly Store Contacts 

The type of welcome a customer receives when he comes 
into your store will determine, to some extent, how much he 
will buy and how frequently he will come back. Let that 
welcome be as genuinely friendly as you can make it. Re- 
gardless of what you or your clerks are doing when a cus- 
tomer comes in, someone should greet him immediately. Pri- 
marily, your profits come from sales. They should be given 
the right of way—ahead of bookkeeping, or the arrangement 
of stock—and way, way ahead of idle store gossip. 

Walk toward the customer as soon as you see him and 
greet him with a friendly, “Good morning, Mr. Johnson; (by 
all means use his name if you know it) “how can we help 
you today?” or something similar. Under no circumstance, 
use the hackneyed “no name” greeting, such as “Something 
for you”, or “What will you have?” Most dealers in farm 
products can be rather informally friendly for they will know 
the majority of their customers fairly well. If everyone is 
actually busy waiting on customers, at ieast recognize the 
newcomer with a nod and the remark, “I'll be with you in 
just a minute, Mr. Smith; make yourself right at home.” 

When you first notice the customer, he may be examining 
open bags of feed or looking at tools. You are safe in assum- 
ing that he has some interest in the thing he is looking at. 
Start with that as “a point of contact”: 

“That’s certainly a fine conditioning feed, Mr. Jones—and 
so inexpensive, too.” (not “cheap”). 

“Those seeds will give you a real crop, Mr. Jones.” 

“Don’t you think your horses would like a feed like that?” 

“Isn't that a compact outfit?” 

“That’s a special this week.” 

Such statements give the customer a chance to state his 
wants more definitely. If he knows what *e wants, serve him. 
If he’s indefinite, decide what you think he needs; then start 
showing, or demonstrating that. It’s a little better to say: 
“Here’s just the thing to fit your conditions” rather than, “Do 
you want something cheap, or something more expensive.” 

The Field Approach 

In selling the farmer out on his own place, your opening 
differs from the store opening in that you are doing the ap- 
proaching. Naturally, friendliness is equally important. Don’t 
spend too much time, however, in preliminaries such as the 
weather or baseball. Tell your prospect that you are out 
there to do something for him—to render him a certain serv- 
ice, depending on what you are selling. To say, “Hello, Mr. 
Jones; I want to sell you a pneumatic water plant”, tends to 
build up a stone wall of resistance, because most people object 
to being “sold”. If, on the other hand, you say something 
such as, “Mr. Jones, that pump of yours is quite a way from 
the house; isn’t it plenty of trouble for you and your wife to 
pack water into the house and water the stock?” He will 
probably admit that it is. Then show him how your outfit 
will give him extra comfort and convenience. Instead of say- 
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Merchandising Farm Supplies 


Chapter 4. Selling the Farmer 
By F. Harvey Morse 


ing, “How about buying a tractor, Bill?” you have a more 
dramatic opening if you remark, “Bill, I want to tell you how 
you can save the cost of one of your hired men.” Or if you 
are selling feed, instead of putting the customer on the de- 
fensive by telling the feeder you want to sell him another 
brand of feed, wouldn’t it be better to ask: “You ran short of 
eggs last fall when prices were high, didn’t you? Let me 
show you how to have plenty of eggs this fall and get those 
juicy egg profits.” Then show records from local feeders to 
back your statement. 

After you have gotten the customer’s attention with an 
interesting opening—then the sale is up to you. Be sure, 
though, that you do have his attention before you start your 
sales talk. If the customer is busy with something requiring 
immediate attention, you may want to say: “Just finish what 
you are doing, Mr. Smith. I’ll go over here and take a look 
at these fine hogs for a few minutes.” The fewer the inter- 
ruptions, the greater the concentration, the bigger the chance 
for the sale. 

Why Farmers Buy 

People have certain very definite motives in buying—mo- 
tives that are not always the ones that appear on the surface. 
Indeed, some of their “reasons” for buying are often partly 
involuntary—‘instincts” the psychologists call them. Strictly 
speaking, such sales are not based on reason at all—they may 
be based largely on a customer’s feelings. Tell a farmer that 
“here’s a water outfit that will save you a lot of work” and 
you appeal to his mind; say “You'll certainly be proud to let 
your neighbors see this outfit at work,” and you appeal to the 
instinct of pride. In most cases this “heart” appeal is stronger 
than the “head” appeal, but it’s a good idea to use some of 
both. Here are a few of the more important motives for 
buying: 

1. Necessity. Yes, some do buy because they must. When 
the barn burns down, they must build another. When the food 
supply runs low, they must buy more. If the price of eggs 
or milk, or pork has dropped, it may be necessary for the 
feeder to buy a higher quality feed to cut his production costs 
and assure a profit under adverse circumstances. 

2. Pride—self satisfaction. All of us are proud to show 
off to the other fellow. If we’ve made an exceptional crop of 
potatoes or corn—we like to talk about it—we’re glad to have 
our less skillful neighbor look over our fields and envy us. 
We like to let the neighbor’s wife inspect the beautiful new 
bath room. We are tickled to show her husband that fine ton 
litter, or the prize winning calf, or let him watch our new cul- 
tivator do the seemingly miraculous. This instinct can be 
brought into play most effectively in selling almost every pro- 
duct from groceries to garages. 

3. Imitation. That’s why we have the “follow-the-leader” 
type of buyer. Except probably in the case of women’s cloth- 
ing, we’re very largely imitators. Let Smith get a new car, 
and we think we must have one. Let him buy an electric 
milking outfit and if we consider him just about in our own 
class, it won’t be long till we have one, too. Let him top 
the market on a bunch of cattle—and we'll be decidedly inter- 
ested in knowing how he did it—and probably in using the 
same feed that he did. 

4. Fear. We may not like to admit it, but we’re all afraid 
of something—Jersey bulls, lightning, our wives—and loss of 
our profits. The insurance salesman is a past master of the 
use of fear in selling—but the farm merchant can use it too. 
“If you follow your present plan you stand to lose money; 
follow my plan and you make money.” “Why subject your 
wife and children to colds and flu and possibly pneumonia by 
making them carry water from the well on cold winter days? 
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Put in this plant and protect them.” “This machine elimin- 
ates danger—has certain safety features that prevent your in- 
jury or death.” “A hog can ruin a whole spring’s work in 
short order. Here’s a line of fencing that will keep him out.” 

5. Comfort. This is a good appeal almost always. Prac- 
tically everyone is interested in doing less work and doing 
necessary work more easily—with less trouble. A prominent 
fence manufacturer has used this appeal cleverly—shows a 
housewife trying to round up a sow that has crawled through 
a hole in the fence and went on a rampage in the truck 
garden. There is a real situation—one that the farm wife 
doesn’t long for. She or her husband, with that experience 
fresh in mind are likely to be good prospects for new fencing. 

6. Social instincts. People like to entertain friends, they 
like to visit and be entertained. Those appeals are strong in 
selling radios, pianos, automobiles, household goods, unusual 
food items, etc. 


Selling Through All Senses 


All of our impressions come through the five senses: hear- 
ing, seeing, feeling, smelling and tasting. Just as a besieging 
army will guard every road to prevent the escape of the enemy, 
so the good salesman will use every possibie sense to interest 
and sell his prospect. Too often, the salesman is inclined to 
lean too heavily upon the sense of sound, or hearing. He just 
talks and talks and talks—tells and tells and tells. Much of 
the conversation goes in one ear and right out the other. It’s 
just too much for the man to grasp at a time. 


The successful salesman realizes that sight, for instance, is 
responsible for 82% of what we learn. He knows that we re- 
member what we see much more vividly than what we hear. 
That salesman if he is selling feeds, will bring out an ingre- 
dient case to illustrate certain points. He may weigh feed 
with a scale; he may wash it to show that it is composed of 
nothing but clean, pure ingredients; he may pour out a sample 
of his feed and compare it with corn or oats; if he is in the 
store he may direct the customer’s attention to certain posters 
on the wall or to evidence figures on a blackboard, practically 


using them as a basis for his sales talk. Obviously, if he is 
selling machinery, the demonstration may prove to be the 
biggest factor in the sale. 

The sense of feeling will also help the good salesman. He 
knows that people like to handle things they intend to buy. 
That’s why he has open bags of feed and fertilizers standing 
around the store—so that a customer can dip his hand in, feel 
it, and inspect it closely. Most men, particularly, like to see 
a thing work. The skillful automobile salesman doesn’t start 
talking about engines and horse power. Not much. He asks 
the prospect to get in behind the wheel and starts him toward 
the open road. So the farm machinery salesman does the same. 
He asks the farmer actually to try out the machine itself. 

Yes, he even uses the sense of smell—in feeds, for example, 
to indicate its wholesomeness. And—I’ve known of a few 
salesmen who would actually eat a porticn of the feed to 
prove the same point. The sense of taste, however, is used 
most largely in the selling of food products. 


Know What to Say and When to Say It 

The average farm salesman will find it advantageous either 
to work out a simple sales talk, or to use the ones supplied 
by the manufacturer—and to memorize it. That does not mean 
that he will necessarily repeat that talk, parrot-like, to the 
customer. It does mean, though, that the ideas—the sales 
outline—will become definitely a part of his thinking. The 
points will be organized more clearly than if he depended 
upon a hit and miss plan of telling his story. 

Keep your talk down to the customer’s level. A lot of 
chatter about cystine and other amino acids, and highly tech- 
nical engineering facts is apt to leave the customer in a mental 
haze instead of in a receptive buying mood. Give the facts 
to those who are qualified to understand them and who bring 
up the subject—but you rarely need to use them to get orders. 

In store selling, particularly, many clerks are prone ta 
show the customer what he asks for and then stand by like 
“dummies”, waiting for him to buy. Give the customer a 
chance to examine the goods, to be sure, but from time to time, 


Pardon Us For 


Getting Excited 


.... but we’re looking forward to the Central 
Retail Feed Association Convention just as 
much as you are, even though we operate a 
hotel instead of a feed store. We've seen a 
preview of the Convention program, and take 
it from us, it’s going to be some fun! 


Larry and Don...Walter and Joe...all of the 
boys are going to be in Milwaukee. Of course 
they’re staying with us in order not to miss a 
thing! How about you? We can give you a room 
next to theirs at rates you will be glad to pay. 


Central Retail Feed Association Headquarters 


HOTEL SCHROEDER 


| Waiter Schroeder, President MILWAUKEE, WISCONSIN 
— 


Page Twenty-four 


THE FEED BAG—APRIL, 1935 


throw in seemingly casual comments which will tend to con- 
vince the customer that he should buy. 

On the opposite side of the scale is the salesman who 
talks so much and so rapidly, that he wears the customer out. 
Give the buyer a chance to talk. <A lot of them will sell them- 
selves, if you give them half a chance. 

In making your sales talk, present the strongest points 
first. If the product, or device will make the man money, that 
is always a strong point. Some products are best sold for the 
time they will save, or the work they will save, for the com- 
fort they will give, or the convenience. 

Make your statements believable. It’s better to understate 
facts if the actual facts appear too good to be true. Accurate 
records of results your customers have gotten will help you 
carry conviction in your sales presentation. Every saiesman 
should have a loose-leaf book containing facts and figures— 
work done by farm machinery, increased yield from use of 
fertilizer, increased production of milk, eggs, beef or pork 
through the use of your brand of feed. If possible, have the 
customer sign the records. One dealer lists his sales on note 
book sheets and shows prospects how customers keep repeat- 
ing on his product. 

Most customers are likely to ask a number of questions 
about the product. Listen to them courteously. Certainly, 
don’t resent interruptions with statements such as ‘Well, as 
I started out to say, etc. etc.” In some cases, you may be able 
to say, “I’m glad you asked that question, Mr. Jones, and I’m 
coming to that in just a second.” That may hold him off. If 
he appears insistent, however, stop and give him a satisfying 
answer before proceeding. Often, you give the customer the 
impression that you have a reason for not wanting to answer 
that particular question, if you don’t satisfy him at the time. 

The salesman’s job is not primarily to give a learned lec- 
ture to customers—it is to get an order. Consequently, ask 
for an order whenever an opportunity presents, being careful, 
hewever, not to give the idea that you are “rushing” the cus- 
tomer. Watch for the first sign of interest on the custcmer’s 
part and then try to close him. You don’t have to teli him 
all that you know if you can get the order before you have 
done so. 

A customet may ask the price. If it’s an expensive piece 
of farm machinery, you can give him the price and then 
follow that with a question, “Now, that’s our ‘easy terms’ 
price, Mr. Smith—so much down and so much a month. If 
you prefer to pay cash, the price will be so much less. Which 
way would you prefer to handle it?” At another point in the 
sale, you might say, “We are fortunate in having one of these 
in stock right now. I can deliver it tomorrow morning. Will 
that be satisfactory?” or, “How soon would you like me to 
send this out?” If you are talking feed, you will want to ask: 
“How many layers have you right now?” After he tells you, 
“Well, that will require ............ bags. I’m wondering whether 
you wouldn’t like to buy this a ton at a time? I can let you 
have it for 10 cents a bag less that way.” By watching the 
various signs of interest, you can tactfully ask for an order 
half a dozen times or more during a sale. 

Try to sell every customer and on the first call. If you 
fail, however, leave the way open for a return. In other words, 
don’t “shoot your whole wad” the first time, if you see you 
can’t close the sale. 


Tell How to Use the Product 


Aside from ordinary grocery supplies, dry goods and simple 
tools, most farm products require some instructions for use. 
Don’t slight this part of the sale. You may take care of this 
later on after the product has been delivered to the farm. For 
instance, in selling the farmer a new brand of feed, you will 
want to instruct him how to change over from the old brand. 
and then ten days or two weeks later go out to see him and 
find out whether he is feeding correctly. In selling machinery. 
you will want to see that it is properly set up and that he 
knows how to operate it. He will want to know definitely how 
much fertilizer to use per acre. Don’t let him guess. The 
sale isn’t closed until the customer is satisfied with results. 

Some objections are sincerely made with a view of getting 
information. Others, insincerely, with a view of getting rid of 
the salesman. In either case, they should be handled tactfully 
and completely—after the objection has been completely stated. 
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It is always poor salesmanship to interrupt a prospect. 

In the case of any specific objections, you just must know 
your goods sufficiently well to answer them. Most manu- 
facturers provide in their literature, sales manuals and house 
organs, answers to the most frequent objections. Some deal- 
ers have listed all possible objections with appropriate answers, 
on a set of cards for ready reference. At least one dealer of 
the writer’s acquaintance. did this and when the customer 
would bring up an objection, he would simply draw out the 
cards and say, “All right, that’s objection No. 22: I’ve got 
them all listed down here.” 

Don’t, under any condition, ridicule an objection no matter 
how insincerely it may be made. If the objection is minor, 
answer it, and then proceed with the main line of selling 
thought. 

Don’t argue with the customer. If he brings up an objec- 
tion, instead of saying, “You’re wrong there’—rather say, “I 
wonder whether you have considered these factors”, or “I 
don’t believe that is an important objection in the light of... 
Or, sometimes a farmer may say that he tried 
this product, or that device and got poor results from it. Some 
salesmen make the mistake of immediately listing all possible 
reasons for failure. Don’t do that. Suggest one reason at a 
time and consider it thoroughly; then discard it and try 
another until vou find the real reason. 

The price objection seems to worry many retailers. Just 
let a prospective buyer remark, “Oh, your price is too high; 
I can buy fertilizer (or feed or an incubator or what do you 
want?) over at Brown’s for less than that”,—and those dealers 
become afflicted with a species of stage fright. They seem- 
ingly lose their sense Of salesmanship and their power of 
speech. They don’t lack words, though, when the manufac- 
turer’s salesman comes round. “Gosh, how do you expect me 
to sell this stuff?” they start out. “Your prices are all out of 
line. Folks around here won’t pay prices like that.” 


“T’m selling the highest priced line in the field,” the sales- 
manager of a line of built-in house furnishings, told me, “and 
I’m glad of it. Price is absolutely the poorest sales point a 
salesman can have.” So believed a feed dealer who, in ap- 
proaching customers opened with, “I want to tell you about 
the highest priced feed on the market—but one that will make 
you more money than any other.” 

There, after all, is the secret of selling against price—get 
the customer’s mind on the results your product will give 
him. Remind him that manufacturer’s aren’t giving things 
away these days—that you get just what you pay for. It’s 
a safe guess that if a well-advertised line made by a long 
established dealer with a reputation for honesty. is higher in 
price than a competing line, it is also higher in quality— 
higher in money making possibilities for the purchaser. Prac- 
tically all price objectors can be answered with facts and 
figures proving that the device or product can make the 
farmer more money. 

Don’t give up if you fail to sell the custcmer the first 
time. Call back frequently. Bring in some new point, or 
idea with you. Use figures, or use some new improvement, or 
something of that sort. You can’t go back and simply repeat 
the same story you told before without change. You need 
the new element to get the customer’s interest. 

Selling—in a Nut-Shell 

Based on a study of 20,000 actual sales, the following six 
principles of selling—applicable to everyone who wants to sell 
—have been formulated: 

(1) Don’t talk too much yourself. Be a good listener. 

(2) Don’t interrupt your prospect when he is explaining 
his objections. Let him talk himself out and do not let him 
feel that you are argumentative. 

(3) Avoid getting belligerant or over-positive. 

(4) Inquire rather than attack during the opening of a 
sales talk. Find out what his chief objections are and let him 
develop them. 

(5) Briefly re-state his objections—perhaps doing so more 
strongly than he would and so nip in the bud his bringing 
them up again. 

(6) In the final stage, concentrate on one key issue, e. g. 
extra profit, added convenience, speedier accomplishment, etc. 
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Dealer Should Help Farm Customers 
Produce Good Malting Barley 


Here Are Fundamental Practices to Observe 


OOD malting barley production 
G requires intelligent care by the 

grower. A favorable season is 

necessary, but nature alone can- 
not deliver a quality crop. 

The demand for good barley has in- 
creased greatly within the past two 
years. Barley growers are aware of 
the demand and they are anxious to 
produce a crop which will command 
a premium over ordinary feed barley. 

The maltster prefers barley which is 
plump, heavy and uniform in size. It 
should be well-matured, bright creamy- 
colored and mellow in texture. The 
lot should be practically free from ad- 
mixtures of other seeds or grains and 
free from damage caused by disease, 
careless threshing or improper handling 
and storage. The variety should be a 
pure or unmixed run of Oderbrucker, 
Manchuria and Velvet or Wisconsin 
Pedigreed No. 38. 

Malt Buyer Particular 

The buyer of malting barley is an 
exacting purchaser. Above all, he de- 
mands uniform, even, complete germi- 
nation. This demand is better appre- 
ciated when one understands the malt- 
ing process. 

The process of malting is largely one 
of changing or converting the starches 
and proteins in the barley kernel into 
a condition from which they can be 
changed rapidly into soluble forms 
when placed in the brewing vats. To 
effect this change, nature is utilized 
through employment of the physical and 
chemical changes that occur when seed 
germinates. 

A malt house is simply a plant where 
raw barley is thoroughly cleaned and 
graded, made to germinate under ac- 
curately controlled conditions and dried 
and shipped out as malt. Therefore, 
since germination is the basic and all- 
important principle in the manufacture 
of malt, the maltster wants barley which 
will germinate evenly and as closely to 
100 per cent as possible. 

The farmer who intends to raise 
malting barley for the malting market 
needs to consider at least ten points, 
each of which influences malting quality. 


1. Climate and Soil: Weather con- 
ditions must be of such a nature that 
they permit the production of plump, 
heavy, well-matured kernels of mellow 
texture. 

2. Cultural Practices: Crop rotation, 
preparation of the seed bed and other 
similar matters have an important role 
in producing good malting barley. 

Disease Control: Damage by 
blight, scab and other plant diseases 
whereby the test weight is lowered or 
the germination of the barley kernel is 
injured, is more common than is gen- 
erally realized. Records from the grain 
supervision office of the United States 
department of agriculture show that 
during the past six years, 5.9 per cent 
of all terminal barley receipts or 16,424 
cars were graded down because of 
blight damage. This amounts to a year- 
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ly market value loss of more than $500,- 
000,000. Disease control is possible in 
a great many instances. Seed treatment 
and certain cultural practices should 
serve to reduce this loss by fully 80 
per cent. The county agricultural agent 
should be consulted for the best method 
of seed treatment. 

4. Variety: From the malting market 
standpoint, there are four varieties which 


ITH the return of beer, 
W there has been a con- 

stantly increasing de- 
mand for good malting barley. 
The Northwest Crop Improve- 
ment association, Minneapolis, 
Minn., in order to help farmers 
raise the desirable types and to 
assist dealers in the proper 
handling and marketing of the 
grain, has prepared a_ booklet 
from which excerpts are pub- 
lished herewith. It will pay every 
dealer to read the suggestions 
and to pass them on to his farm 
customers. 


which satisfactory—Oderbrucker, 
Manchuria, Velvet or Wisconsin Pedi- 
greed No. 38. Communities should at- 
tempt to concentrate on one _ variety 
rither than two or three in order that 
straight unmixed cars may be shipped 
to the market. Local elevators cannot 
afford to bin four varieties separately. 

5. Seed Purity: Not only must high 
quality malting barley be free from 
mixtures or other varieties or types of 
barley, but mixtures of wheat, rye and 
oats grains, also injure its market value. 
Such mixtures must be removed before 
the barley is malted and that requires 
additional expense and shrinkage. 

6. Harvesting: Barley must be well 
matured to make the best malt. Imma- 
ture, green grain is often flinty or ger- 
minates unevenly. In many localities 
where barley is raised primarily for feed 
it is cut on the green side to forestall 
shattering. This habit or practice should 
be changed if the grower expects to 
realize a good price on the cash market. 

7. Shocking or Stacking: The period 
between harvesting and threshing is 
often a critical one. Careless, poorly- 
made shocks or those blown down by 
wind storms and not reset give rise to 
excessive weather damage. Stacking is 
a practice which has almost disap- 
peared but when properly done it has 
distinct advantages. 

8. Threshing: Threshing too close 
and removing the beard so that part 
of the hull is split or peeled off is detri- 
mental. Cracked or broken’ kernels 
which are also evidence of improper 
threshing, likewise lower the germina- 
tion and should be avoided if possible. 

9. Farm Storage: The final care that 
a farmer needs to exercise with his 
barley crop is to store to prevent ex- 
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cessive staining, weathering or heating. 
Here again the idea of strong, even 
germination in the malting process pro- 
vides the necessary suggestion. 


10. Elevator Handling: In spite of 
.the fact that they are in the grain busi- 
ness and have access to information as 
to what the market end maltster wants, 
occasionally there are local grain buy- 
ers who buy, bin and load out cars of 
barley as straight barley without seg- 
regating distinctly different qualities. A 
limited number of bins for barley is a 
reasonable excuse for this practice and 
only a few customers delivering good 
barley is another. Yet for these and 
other reasons the difficulty remains. 
Communities with keen, alert buyers 
who know barley plus farmer custom- 
ers, who know and approve of a buyer 
discounting poor grain, who frown on 
flat buying are leading the way in the 
movement toward better barley and 
better, more equitable prices. 


Cooperate with Grower 

Any barley improvement program 
should be made a joint concern of farm- 
ers and local elevator managers. The 
interests of the two are so completely 
interwoven that one cannot succeed 
without the other. Good barley, well 
produced can be made mediocre by care- 
less elevator handling and a larger 
quantity of poor grain renders even an 
experienced elevator operator helpless. 


When barley reaches the terminal 
market it is first sampled inspected and 
graded. It is then offered to the barley 
buyer who purchases on the basis of 
his personal inspection or examination 
of a representative sample of the carlot 
plus the federal or state grade ticket. 
The personal judgment of the buyer 
and the federal grade both serve to 
regulate or determine the final price 
transaction. 


The federal grain standards provide 
that barley to grade malting (1) must 
weigh 43 pounds per bushel; (2) must 
be at least 90 per cent sound barley; 
(3) may not contain more than 5 per 
cent two-rowed Trebi or black barley 
and not more than 15 per cent barley 
and other matter which can _ pass 
through a sieve with perforation size 
0.076 inches by % inches; (4) may not 
contain more than 4 per cent damaged 
barley of which not over one-half of 1 
per cent can be heat damaged kernels 
and (5) at least 75 per cent of the 
kernels must be’ mellow. 


NEW SARDILENE USE 

F. E. Booth Co., San Francisco and 
Cleveland, manufacturer of SarDilene, 
is now recommending the use of this 
product in hog and calf meals. The 
Eastern States Farmers Excharge, one 
of the largest manufacturers of live 
stock feeds in the United States, is now 
including sardine oil in their hog and 
calf rations. For some time past this 
company has been including sardine oil 
in all of their poultry, turkey and duck 
rations. 


ORE VITAMIN D PER DOLLAR 


Keeps your production cost down. It has been 
proved—Feeders want mashes containing ample amounts 
of vitamin D. SarDilene, the original Sardine Oil pro- 
duced in America, pioneered the poultry field, and 
continues to pioneer with new scientific discoveries. 
Rigidly tested by Colleges, Experiment Stations, large 
feed manufacturers and commercial poultrymen, it has 
been proved—SarDilene is the most economical source 
of vitamin D. 


ONTAINS VITAMIN A 


SarDilene is specially treated to stabilize its vita- 
min A content in mixed feeds. It improves feathering, 
pigmentation and has proved outstanding in producing 
growth. 


ELECTED—REFINED—PROVED 


SarDilene is made from carefully selected edible 
fish—it is the identical oil contained in the famous Booth’s 
Broiled Sardines. Refined under the exclusive, rigidly 
controlled Booth process. All SarDilene is biologically 
tested under actual feeding conditions and proved on the 
oaete of 4 of 1% in the eight-week Wisconsin Rachitic 

ation. 


Cash in on SarDilene advertising in leading poultry journals. 
Satisfy your customers with SarDilene in your mashes. 


F. E. BOOTH COMPANY, Inc. 


I, Farley Bidg., CLEVELAND, O. 
Market St., SAN FRANCISCO, CALIF. 


@“DRI-NIC” does away with 
the disadvantages of tobacco-dust 
in your mashes, It contains nico- 
tine in our new “shockless” form. 


mash, passes unchanged to the 
intestines. There the nicotine is 
released right at the spot where - TASTELESS 
roundworms live. Non-toxic to INSOLUBLE 
birds—odorless—tasteless—does NON - VOLATILE 
not interrupt production. Chicks NICOTINE 
started on ‘“‘DRI-NIC” mashes 
are protected against roundworm 
infestation. Older birds should be & 
given a treatment with “Black 


“DRI-NIC,” when fed in the 3 


Leaf” Worm Powder then tage Ung? ot 
“DRI-NIC” mashes will guard mash. . . Write for further in- 
against reinfestation. formation. (3547) 


Tobacco By-Products & Chemical Corporation 
Ineorporated ... Louisville, Ky. 
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Assure Ample Vitamin A Potency 


in YOUR FEEDS with 


CARATONE 


e) The growing realization of the vital importance of 

ample vitamin A potency in poultry and livestock 
rations is now offering a new opportunity to manu- 
facturers who will incorporate a definitely assured 
source of A activity in their feeds. 


} Dependence on natural sources such as alfalfa leaf 

meals, yellow corn, etc., does not assure uni- 

form potency at all times. CARATONE, the new caro- 

tene concentrate, mixed in your feeds will, however, en- 

— you to stabilize the vitamin A potency of your 
8. 


Provides a Low Cost Source 


) Net only will CARATONE provide ample A potenc 

in your feeds and bring about better growt 
and production where they are used, but it will permit 
you to lower your costs. For instance one pound of 
CARATONE is equal in vitamin A potency to fifty 
pounds of high-grade alfalfa leaf meal. When CARA- 

is used, white corn can take the place of yellow 
satisfactorily. Also, fish oils can be reduced to the 
amounts necessary for vitamin D requirements. CARA- 
TONE is non-toxic. It is not offensive in taste and does 
not flavor meat, milk or eggs. 


@ Opens New Opportunities: aii who have ob- 
served CARATONE results say it opens new opportuni- 
ties for livestock and poultry feed manufacturers. It 
will pay you to get the full CARATONE story now— 
without delay. Write or wire. 


Eff Laboratories, Inc. 


DEPT. 10, CLEVELAND, OHIO 


ANIMAL BASE 


Considerable improvement in prices for farm 
products has stirred up more interest in 
Fertilizer this Spring than has been shown 
for several years. 

Make Fertilizer a profit item in 1935—have 
Darling’s Soil Builders, the dependable, non- 
acid forming Fertilizer in stock for your 
trade. Darling’s Soil Builders are non-acid 
forming and have been ever since we started 
calling them Soil Builders. In addition to 
the regular plant foods properly balanced, 
Soil Builders contain calcium and mag- 
nesium, (from dolomitic limestone), and 
other valuable ingredients not shown on the 
bag at no increase in price over ordinary 
mixtures. 

Extra dry, uniform and easy drilling. Have 
been made right for over 50 years. Write to- 
day for full details of our Agency proposition. 


DARLING & COMPANY 


4200 S. Ashland Ave. Chicago, III. 
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ty Pecos Valley Alfalfa Mill G 
NM. 


TRY OUR 


PECOS SPECIAL 


IT’S BETTER 


Your inquiry would be appreciated. 


Pecos Valley 
Alfalfa Mill Co. 


HOME OFFICE 
HAGERMAN, NEW MEXICO 


Poultry Disease Chart 
For Feed Dealers 


New sales literature racks and adver- 
tising posters are being distributed to 
dealers by Dr. Salsbury’s Laboratories, 
Charles City, Ia. 

The racks provide a convenient and 
effective method for displaying current 
literature furnished without charge by 
the firm. They are of the multi-pocket 
variety, enabling the dealer to exhibit 
three or more pieces of literature at 
one time. 

The sales posters are 18x24 inches 
and lithographed in four colors, bearing 
photographs picturing the various uses 
of various Dr. Salsbury preparations. In 


addition to these display posters dealers 
are also furnished with an illustrated 
chart showing the proper method of 
diagnosing various diseases and means 
of correcting them. 


MILK UP SHARPLY 

Wisconsin milk prices for February 
were the highest since December, 1930 
and showed an increase of 35 cents a 
hundred over a year ago, according to 
the state department of agriculture and 
markets. The average price of milk for 
all uses in February was $1.43 a hun- 
dred. This was 13 per cent above the 
pre-war average of 1910-14. For Febru- 
ary the average cost of 1,000 pounds of 
dairy ration was $16.96 as compared 
with $11.14 a year ago and $17.34 for 
the previous month. 


ULTRA-LIF 


101 S. 35th Street 


for Feed Manufacturers 


Use Ultra-Life to mix a super feed with all 
six vitamins—A, B, C, D, Eand G. Produces 
better results at less cost. 


ULTRA-LIFE LABORATORIES 


ALL VITAMIN 
CONCENTRATE 


Easy to mix. 


EAST ST. LOUIS, ILL. 


One and 


Only one 


COD LIVER OIL is con- 
centrated in both vita- 
mins Aand D. The name 


is CLO-TRATE 


COD 
LIVER OIL. 

Makes your feeds better— 
gives more protection—yet 


costs no more than ordinary 
concentrates. 


Get the faets. 


You'll like the Nicollet... 


because you have a choice of 600 spacious, sun- 
lit rooms with deep luxurious beds, soft water 
for bathing; because you'll receive thoughtful, 
convenient service; because you'll enjoy the ex- 
cellent foods served in the beautiful Minnesota 
Room and in the smart Coffee Shop; because 
everything possible is done to make your stay 
pleasant. 


NICOLLET HOTEL 


MINNEAPOLIS 
Official AAA Hotel - W.B. Clark, Manager 


LA BUDDE FEED & GRAIN CO. 


Milwaukee, Wis. 


Chamber of Commerce 
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Robbers Take Big Toll 
Among Elevators 


At no time in the history of the 
business has there been as much 
thievery around and from _ country 
elevators as there has been dur- 
ing the past few months. Depreda- 
tion ranging all the way from the steal- 
ing of coal from outside bins, seed from 
warehouses, grain from the elevators 
themselves, up to and including forcing 
of office safes has made elevator opera- 
tors wonder whether, in fact, they will 
find their plants when they come down 
to open up of a morning. And some 
of them do not, for at times thieves 
resort to arson in order to cover their 
activities. 

One grain man found a “set” in his 
coal bin the next morning after he had 
unsuccessfully chased a pair of thieves 
away from the place the night before. 
The “set” had been touched off, but 
for some reason had failed to burn. 

An elevator in northwestern Indiana 
recently burned from an unexplainable 
cause, and when the neighbors reached 
the fire, the driveway doors, which had 
been securely fastened the night before, 
were found standing open. 

Almost every dealer handling coal has 
experienced more or less serious thefts, 
particularly from closed sheds, and seed 
dealers are taken for a “cleaning” al- 
most periodically. 

To say that these depredations can 
be stopped is going a bit too far, but 
many dealers are taking measures that 
decidedly curb the activities of the re- 
sponsible parties. 

Of course, it goes without saying that 
all buildings should be within easy means 
of ingress. There should be no open- 
ings in foundation walls. Doors or 
windows that can be should be securely 
closed and locked each night. 

One grain man handling coal at a 
number of points reports that his ex- 
perience has been that coal piled in the 
open and surrounded by a good fence 
is less likely to be pilfered than is coal 
in closed sheds. ‘Thieves do not like 
to work in the open where they are 
apt to be seen. 

Probably the most effective means 
of discouraging thievery is the placing 
of lights on the outside of buildings 
so that the premises will be illuminated 
throughout the night. It is a simple 
matter to arrange two lights on dia- 
gonally opposite corners of a regularly 
constructed building so that all four 
sides will be lighted. Few premises will 
require more than three or four lights 
to eliminate the dark shadows that en- 
courage night visitors—Our Paper. 


ECONOMY FEED MILLING CoO., 
Madison, Wis., has changed its name to 
the Garver Supply Co. James R. Gar- 
ver is the proprietor. 


J. S. EALES has taken over the 
Fields Grain & Seed Co., Sioux City, 
Ia., and will operate it under the name, 
Eales Grain & Feed Co. 


CARL HOULTON, LaBudde Feed 
& Grain Co., Milwaukee, Wis., recently 
departed for a trip to Florida. Upon 
his return he expects to visit several 
other points in the South. Mr. Houlton 
is accompanied by his wife. 


@ “Going fine this year in spite of drouth and depres- 
sion. I just ordered another fifty tons from Armour.” 
You'll hear this story over and over. Armour’s Meat 
and Bone Scrap moves because it has high protein 
content. Because it is light and mealy, and , it 
has an extremely low fibre content. 
You can increase your volume, too, by reminding 
our customers that thousands of stock raisers are now 
eeding Armour’s Meat and Bone Scraps and Tankage 
not only to hogs, but to beef cattle as well, producing 
quicker and greater gains at less cost. 
The same excellence will be found also in Armour’s 
Special Steamed Bone Meal, Poultry Bone, and Feed- 
ing Blood Flour. These superior feeds are all profitable 
am will help you. 
Becoming a regular Armour dealer is one of the 
surest ways of pe money in your pocket. Wouldn’t 
you like to join in these bigger profits? For informa- 
tion, please write to ome 


ARMOUR 48> COMPANY, U. S.Y., Chicago 


simple 
formula 


advertising 
of a superior product moves sales along with con- 
stantly decreasing resistance. 


PILOT BRAND Oyster Shell Flake has had this 
behind it for 14 years. 


Grow With PILOT BRAND 


OyYsTER SHELL PRopUCTS 
CORPORATION | 

FLAKE 


New Rochelle, W.Y. London, Eng. St. Louis, Mo. 


Pilot Brand . Reef Brand . Oyster Shell Flake 
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Order a Mixed Car of 


Golden Loaf Flour 


The flour with the Vim and Pep left in 


Bran and Middlings 


—Higher in Protein— 


TENNANT & HOYT Co. 
LAKE CITY, MINN. 


1889 


PRINTED 
RAG? 
INDIVIDUALITY 
ALL BAGS VACUUM CLEANED 


WE BUY FREDMAN BAG CO. 
SURPLUS BAGS MILWAUKEE, WIS. 


ESTABLISHED 


USED 


BURLAP 


AND 


‘COTTON 
BAGS 


TWINE. 


A. L. FLANAGAN, Fraser-Smith 
Co., Milwaukee, left April 1 on a busi- 
ness trip to Cedar Rapids, Ia., and other 
points. 


COOK SUPPLY CO., Tingley Park, 
Hll., is constructing a new feed ware- 
house. 


RETAIL SALES UP 

Retails sales for the United States 
were 14 per cent greater in 1934 than 
in 1933, according to the department of 
commerce, Washington, D. C. Mail or- 
der houses led the upturn with an in- 
crease of 25 per cent; the automotive 
group was second with a rating of 18 
per cent, and the farmers’ supply and 
country general stores, restaurants, ap- 
parel establishments and furniture and 
household firms ranked third with an 
increase of 13 per cent each. Total re- 
tail sales in the United States for 1934 
were estimated at $28,548,000,000, as 
cempared with $25,037,000,000 in 1933. 


NO STORAGE CHARGE 

Farmers obtaining drought relief 
seeds will not be required to pay stor- 
age charges as originally intended, ac- 
cording to a recent announcement of the 
Agricultural Adjustment Administration. 
Last December it was stated that seed 
supplies would be sold at flat prices 
based on actual costs of the grain plus 
handling, cleaning and storage. Econo- 
mies effected in freight rates and ad- 
ministrative costs, however, have en- 
abled the AAA to dispense with the 
storage charges. The drought relief 
seeds are being distributed through 
bonded elevators and seed houses on a 
service charge basis. 


HIAWATHA e 


GROUND GRAIN SCREENINGS. 


(BULK OR SACKED SHIPMENTS) 


A domestic grain and flax seed screenings mixture, carefully 
blended to assure constant uniformity, thereby meeting the de- 
mands of the most discriminating. 


(A Most Profitable Base for Feed Manufacturers) 
WE SPECIALIZE IN ALL TYPES OF SCREENINGS 
Write or Wire for Prices 


Hiawatha Grain Company 


MINNEAPOLIS, MINN. 


EW RICHMOND 
ROLLER MILLS CO. 


NEW RICHMOND, WISCONSIN 


Mill Feeds 
Coarse Grains 
Feeding Oatmeal 
Sardilene Oil 


e 
MIXED OR STRAIGHT 
CARS 


100 POUNDS NET 


20% Protein 
Guaranteed 


HEAVY SWEETENED BUFFALO 


is made of regular Buffalo Corn Gluten Feed plus 
Corn Sugar Molasses. Highly palatable, rich in 
digestible carbohydrates and containing 20% protein, 
Heavy Sweetened BUFFALO is a great energy-pro- 
ducing feed and a good milk maker too. 


— NOW PRICED UNDER REGULAR BUFFALO — 


CORN PRODUCTS SALES CO. - New York and Chicago 
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Feed Sales in Ohio 
Showing Increase 


Ohio farmers bought 680,000 tons of 
commercial feed in 1929, reduced their 
purchases gradually to a low point of 
290,000 tons in 1932, increased them to 
370,000 tons in 1933 and maintained 
this level for 1934. 

These are some of the facts revealed 
in a study of commercial feed sales 
trends made by the department of rural 
economics at the Ohio State university. 

Evidence was disclosed showing that 
purchases of dairy and hog feeds have 
been reduced more than purchases for 
poultry. Mixed hog feed sales dropped 
tc one-fifth of their former volume. 
Sales of dairy mixtures were only a 
third as large as formerly, and sales of 
poultry feeds were somewhat less than 
one-half as large as in 1929. 

The study further revealed that farm- 
ers bought 19 per cent more gluten 
feeds, 26 per cent more tankage, 65 
per cent more meat scraps and 38 per 
cent more milk products such as dried 
milk and semi-solid buttermilk. 


OFFICES MOVED 

Reliance Feed & Grain Co., Inc., has 
moved into new and larger offices at 
616-617 Marine Midland building, 86 
Court street, Binghamton, N. Y. Her- 
bert J. Barndt, president and treasurer 
of the firm, announces that the change 
was necessitated by increased business. 
An additional telephone line for strictly 
long distance calls has been installed in 
the new location to speed up service to 
customers. 


RED & ROSE FEED 


N 
D 


It’s in the Bag! 


Something more than carefully se- 
lected ingredients; something more 
than scientifically balanced proteins, 
carbohydrates, fats and vitamins; 
something more than a full measure 
of clean, energy- producing feed for 
all livestock eee 
and that something more is the name 
Eshelman. 
For ninety-two years that name has 
meant reliable feeds for poultry, dairy, 
swine and other livestock producers. 
So, when your customers look for a 
feed to make more meat, milk or eggs 
+. point to the name “Eshelman”; 
your profit and theirs is in the bag. 


LANCASTER, PA. 


Mills: LANCASTER, PA., PA. 
CIRCLEVILLE, 


& 1842 


<a ‘‘All your needs in grain and feeds’’ fe 


Sunset Feed & Grain Co., Inc. 


CHAMBER OF COMMERCE BRANCH OFFICE 
BUFFALO, N. Y. MIDDLETOWN, N. Y. 


FEED JOBBERS 


Also Representing: 


ROSENBAUM BROTHERS, Chicago. Stutem Feed 
VANDERSLICE-LYNDS CO., Kansas City, Milo and Kaffir 
CREAM Co., Neb.. and Dried Buttermilk 


Blackstrap Molasses 
si Oyster Shells 
. Alfalfa Leaf Meal 


All poultry rations should 
include liberal quantities 
of DAIRYLEA DRIED 
SKIM MILK. Also good 
in all rations for calves, 
poultry and swine. Carried 
by principal feed mer- 
chants throughout eastern 


territory. 
a 


Manufactured and Distributed By 


Dairymen’s League Co-operative Association, Inc. 
11 West 42nd Street --- New York, N. Y. 


Girt 


You can increase your flour sales 
by recommending 
MINNESOTA GIRL FLOUR. 
A trial will prove its merits. 

Let us include MINNESOTA GIRL 

FLOUR in your next car of 


® Queen Wheat Feed 
® Cherokee Pure Bran 
Cherokee Middlings 


WIRE US FOR PRICES 


CAPITAL FLOUR MILLS, INC., Minneapolis, Minn. 


Guaranteed 
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THREE MINUTE CEREALS CO., Cedar Rapids, Ia ; 
FERNANDO VALLEY MLG. & SUPPLY Co., Los A 5 ag 
HEALTH PRODUCTS CORPORATION...............CLO-TRATE Cod Liver Oil % 
; 
: 
pDAIRY. FEEDS) 
4 
| 
MINNESOTA 
SY. PAUL, MINN, 


CLASSIFIED 


Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


PERSONAL 


JOE: I tried the other kind — my poultry- 
men want Arctic. Try it once. 1. 


FEED MILL FOR SALE 


Feed Mill equipped with 24” Attrition Mill 
and Feed Mixer for sale. Also large warehouse 
facilities. In good oy and poultry community 
ag ee and Waukesha county border line 

Te No. 18, at Sullivan, Wis. 
uire SULLIVAN LUMBER & FUEL Cco., 
ivan, Wis. 


HAMMER MILL SCREENS 


Save money on all sizes of Hammer Mill 
Screens. Write for ye. MILL PARTS CoO., 
Dept. 20, West Bend, Wi 


JOHN BOLGER, manager, 
McHenry Cooperative Co., West Mc- 
Henry, IIll., recently cashed in on his 
hobby of bowling. In a recent match 
he won a beautiful floor lamp as a re- 
ward for his high score of 257. 


West 


JOHN JOUNO, manager of the feed 
department, Donahue-Stratton Co., Mil- 
waukee, entered the Milwaukee hospital 
April 1 to undergo an operation. His 
many friends join in wishing him a 
speedy recovery. 


Deutsch & Sickert Co. 


Feed and Grain 
Chamber of Commerce Milwaukee, Wis. 


W. A. FIELDS, Fields’ coal yard, 
Willshire, Ohio, has installed a new 
feed grinder. 


HAY AND MILL FEED 


Write for Prices 


Midland Hay & Feed Co. 


Minneapolis, Minn. 


M.G. Rankin & Co. 
FEED and GRAIN 


Keokuk Corn Gluten Feed 
Chamber of Commerce Bidg., Milwaukee, Wis. 


MOLASSES 


CANE OR BEET 
50 gallon drums and 5 gallon cans 
MANEY BROS. MILL & ELEVATOR CO. 
Manufacturers and Jobbers of Over 100 Kinds of Feed 
MINNEAPOLIS - - - MINNESOTA 
Established 50 Years Ago 


WILBER FEED Co., INC. 


JOBBERS MILLFEEDS 
JAMESTOWN, NEW YORK 


Lindsay 
Feed 
Mixer 


Is indispensable 
to the modern 
feed business. 
Can you afford 
to be without? 


The Cost 
Is Low 


LINDSAY BROS., Inc. 


MILWAUKEE Dept. K WISCONSIN 


EXCELSIOR MILLING 
COMPANY 


MINNEAPOLIS MINNESOTA 
Specialty Millfeeds 


CAMEL 
ZEBRA 
JUMBO 


GET MY PRICES—SAVE MONEY 


A. L. STANCHFIELD 
Carlots and Mixed Cars 
FLOUR, MILLFEED 
OILMEAL, ETC. 

2 Corn Exchange Bidg. 
MINNEAPOLIS, INN. 
“Stand by Stan’”’ 


FEEDSTUFFS 


Both Cash and Futures 
DREYER COMMISSION CO. 


(At it since ’92) 


Merchants Exchange St. Louis, Mo. 
Board of Trade Bldg. Kansas City, Mo. 


Established 1892 


FRANKE GRAIN CO. 


Incorporated 


GRAIN AND FEED 


Milwaukee Wisconsin 


EWSOM 


FEEDCO. 
Feedstuffs 


166 W. Jackson Bivd. Chicago 


CEREAL 


GRADING CO. 
MINNEAPOLIS 


SPECIALIZE IN 


GOOD 
CORN and OATS 
For 
WISCONSIN TRADE 


Prices Right—Service Prompt 
TRY US. 


anity Fair 


Flour 


Laboratory Tested. 
Made Right and Priced Right. 
Write for our prices in straight 
and mixed cars with bran, midd- 


lings, Cannon feed (flour midd- 
lings), and Billie feed (red dog). 


Cannon Valley Milling Co. 


MINNEAPOLIS, MINN. 


BACK UP! 


Your truck at our wholesale 
warehouses for ton lots of... 


Meat Scraps, Millfeeds 
Buttermilk, Alfalfa Meal 
Cod Liver Oil 


ANYTHING AND “EVERYTHING 
IN THE LINE OF FEEDS. 


& 
FEED SUPPLIES, INC. 


3328 West_Cameron Ave., North Milwaukee 


1637 South 83rd St. West Allis 


usiness 
expands with 


Printed messages 
are profitable 


BROS. 


Co. 
EstasuisHep 1894 


PRINTERS 
LITHOGRAPHERS | 
BINDERS 

522 N. MILWAUKEE STREET 


Brospwar 1076 WISCONSIN 
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Ss. T. EDWARDS, for many years 
engaged in the business of feed mill 
engineering, has organized the S. T. 
Edwards Milk Products Co. 1110 
Franklin street, Chicago. 


DELMARVA MILLING CoO., Snow 
Hill, Md., has been incorporated by 
Howard S. Rogers, Robert N. Stagg 
and A. N. Stagg with a capital stock 
of $50,000. 


POULTRY BOOKLET 

Controlled feeding of poultry result- 
ing in uniform growth and production 
of eggs most desirable on the market, is 
explained in detail in a new booklet 
issued by Purina Mills, St. Louis, 
Mo. The booklet, attractively illus- 
trated, is entitled “Quality Eggs Mean 
Profit”, and may be obtained from Pu- 
rina dealers or by writing direct to the 
company. 


Personal Service... 


ROY I. CAMPBELL 


COMMISSION MERCHANT 


807 Chamber of Commerce 
MINNEAPOLIS, MINN. 


BARLEY A SPECIALTY MILWAUKEE 
SERVICE 
SNOW WOODWORTH 
& COMPANY 
® Pulverized Oats 
for Mashes 
Wholesale Grain Superior Ground Flax 
and Weed Screenings 
Economy 16% Dairy Feed 


Balanced Concentrates 
for Batch Mixers 


Fruen Milling Company 
MINNEAPOLIS, MINN. 


Help Your Poultry 
Raisers Get More 
Eegs.... 


-..and at the same time increase 
your profits by suggesting they use 
PEARL GRIT in their feeds. 


Pearl Grit, the double purpose lime- 
stone ration, gives grinding material 
and the necessary calcium carbonate 
for bone and egg shell structure. Tests 
prove its ability to increase egg yields. 


We'd liketotell 
you our story 
and the profits 
you can make 
—write us for 
details today— 
no obligation. 


The Pearl Grit Corporation 
FB-35 PIQUA, OHIO 


Dependable 
Western 


Alfalfa Meal 


for 
Dairy and 
Poultry Feeds 


The Denver Alfalfa 
Milling & Products Co. 


LAMAR, COLORADO 


Branch Sales Office, 


403 Merchants Exchange, 
St. Louis, Mo. 


Bee more of its 


100 POUNDS NET WEIGHT 


LINSEED MEAL 


GUARANTEED ANALYSIS 
PROTEIN 40% FAT 414% FIBRE 9% 


CARBOHYDRATES 39% 
FANITROGEN FREE EXTRACT 30% FIBRE 


SPENCER KELLOGG ‘i. 
MINNEAPOLIS,MINN. 


NORTHWESTERN SALES OFFICE 


368 INNEAPOLIS, MINN. 


Mixed Cars 


Quick Turnover 


3 
Advertised 
Products 


Marblehead “98” 


(Calcium Carbonate) 


Marblehead Lime Ration 


(For distribution by Dealers) 


Marblehead Lime Grit 
(For Poultry) 


Send for 
Booklets 
Samples 
Mail Plan 


MARBLEHEAD LIME COMPANY 
CHICAGO 
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RIEBS 


VIEW 


Vol. 3, No. 4. 


April, 1935 


Milwaukee, Wis. 


We're Moving on May 1 


| Smile Awhile | 


He who dances must pay the 
fiddler, the waiter, the florist, the 
checkroom attendant, the door- 
man and the taxi driver. 


THE SIMPLE REMEDY 

Mr. Dubb: “ This party is hor- 
ribly dull. I guess I'll go home.”’ 

Bored Girl: ‘‘That wou!d re- 
move most of the dullness, I’m 
sure.” 


PERFECT RECORD 


Doctor: “‘Have you kept a 
chart of the patient’s progress?” 

Nurse: “No, doctor, but I 
could show you my diary.” 


ROCKY ROAD 


Susan: ‘It’s just about a year 
since our honeymoon, when we 
spent that glorious day on the 
sands.” 

Tom: ‘Yes, we little thought 
then that we’d be spending our 
first anniversary on the rocks.”’ 


GENTLE REMINDER 

A painter who lived in Great 
ritain 

Espied two nice girls who were 
knitain. 

He said with a sigh, “That park 
bench, well I 

Just painted it where you are 
sitain.”’ 


Published Monthly by The Riebs Co., Milwaukee 


Come and Visit Us 
In Our New Home 


After 25 years in our present 
quarters in the Mitchell building, 
207 E. Michigan street, Milwau- 
kee, we move on May 1 to the 
6th floor of the new Milwaukee 
Grain & Stock Exchange building 
on Milwaukee and Mason streets. 

In our new location we will be 
ready and willing to serve you as 
we have done in the past, and we 
want you to come and visit us. 
The latch string will always be 
out for our friends and customers. 

The number of our offices will 
be 608-624. Don’t forget. You 
have astanding invitation tocome 
and see us and stay as long as 
you like. We'll be mighty aappy 
to greet you. 


Ship to Rieke 


We are always in the market 
for your bariey. When you ship 
to us you can rest assured that 
you will get prompt, courteous 
service and top market prices. 

Our experience in barley hand- 
ling extends over a period of more 
than 58 years. Hundreds of satis- 
fied customers can testify to 
Riebs outstanding service and 
fair dealing. 

Ship your next car to us and 
let us prove our claims. 


—Better Built Bags— 


BAG FACTORIES - COTTON MILL - BLEACHERY 


TALK ABOUT BAGs! 


(Quoted from Customer's Letters) 


“1 think you manage 
to get service where all 


others fail.” 


WERTHAN BAG CORPORATION 
NASHVILLE — NEW ORLEANS 


"2,000 2,400-3,000 


“The machines that made 
steel-cut corn famous” 


Eureka Corn Cutter 


best finished cut corn 
with minimum by-product 


Write for Catalog 122 


S. HOWES CO., Inc. 


SILVER CREEK, N. Y. 


di 


No. 1 No. 2 
Capacity Capacity 
4,000-6,000 6,000-8,000 

Ibs. per hour 
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STANLEY’S 
CROW REPELLENT 


THE STANDARD FOR OVER 20 YEARS 


Protects the farmers corn crop from Crows, Pheasants, Black- 
birds, Larks and all other corn-pulling, birds and animal 
pests such as Moles, Gophers, Woodchucks, Squirrels, etc. 


LIST PRICES 
(1 Quart) Enough for $1.75 


4 bushels of seed. 


1 Pint) Enough f 
( 2 1.00 


Vy Pi f 


FROM YOUR JOBBER OR 
DIRECT FROM US. 


Manufactured only by 


The Cedar Hill Formulae Co. 


P. O. Box 1129G New Britain, Conn. 
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Published in the mu- 
tual interest of the 
feeder, the feed deal- 
er and the feed 


| BRANDED FEEDS ARE MORE DEPENDA 


HIDDEN VALU 


@ A good feed has hidden values you can’t see— 
even under a magnifying glass. 


Mere designation of a mixture as a “feed” doesn’t 
make it such. There is more to a good branded feed 
than meets the eye. 


Ordinary feed may stand close inspection ... have 
body, color, freshness ... and still be lacking in nu- 
tritional value. 


A good feed—CLO-TRATED— is rich in “hidden 
values”, because CLO-TRATE is the only oil concen- 
trated in both Vitamin A and Vitamin D. The “A” 
gives it the extra “punch”, and at no extra cost. This 
is particularly important right now because the 
common feedstuffs, due to last year’s drought, are 
notably deficient in Vitamin A. 


Manufactured under the most rigid control, CLO- 
TRATE is always uniform in feeding value. It is 
chick-tested and guaranteed by one of America’s 
leading manufacturers of Vitamin A and D concen- 
trates. CLO-TRATE is more effective . .. it is more 
economical... it does make a good branded feed 
even better. 


Health Products Corporation, Manufacturers of 
CLO-TRATE, the concentrated cod liver oil, Newark, 
N. J., Chicago, San Francisco. 
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Ylour 
Milled for Quality 
—Not for Price! 


Price trends have come and gone 
but never in the 26 years that King 
Midas has been on the market have 
we yielded to the urge to sacrifice 
quality to satisfy price. 


King Midas was established and 
has prospered on the principle that 
quality is the surest foundation for 
permanent success. Today, as al- 
ways, this policy is steadily and 
surely building profitable repeat 
business for King Midas dealers. 


Over 1,000,000 Barrels Yearly Production 


MINNEAPOLIS, MINNESOTA | 


Ne 


